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“AND RIGHT HERE 
WE BROUGHT OUT THAT 
NEW CONTAINER : 
AMERICAN CAN AT 
DEVELOPED FOR US.” 


HELPS A WHALE 
OF A LOT TO HAVE 
THE RIGHT PACKAGE, 
DOESN'T IT?” 








, Can’s research laboratories, and engineering 
and development staffs, are searching constantly for ways 
to help increase sales of a wide variety of products ... 
through better quality- protection . . . through greater 
convenience and popular appeal. We may have ideas you 
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can use to stimulate sales. Write us your problems today. 


AMERICAN CAN COMPANY, 230 PARK AVENUE, NEW YORK, N. Y. 
104 SO. MICHIGAN AVE., CHICAGO. 111 SUTTER ST., SAN FRANCISCO 
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PHOENIX S T CAP: A closure which has won the 
hearts of discriminating packagers of fine cos- 
metics. Smart and well-groomed in appear- 
ance; dependable and efficient in protecting 
the product; responsive and yielding to the 
touch of the consumer . . . thus the Phoenix 
S T Cap is of immeasurable aid in courting 
new and retaining old admirers of the product. 


PHOENIX METAL CAP CO. 
CHICAGO BROOKLYN 














CHARLES A. BRESKIN, Publisher 





MARCH 


March is the issue annually devoted 
to the announcement of awards of 
the All-America Package Competition 
and to the presentation and illustra- 
tion of the Competition winners. The 
Competition this year numbered more 
entries than ever before and the cali- 
bre of the entries—and consequently 
of the winners—was of an extremely 
high order. 

The judges, who may be seen busily 
at work above, have completed their 
task. May we ask all friends of 
Modern Packaging to refrain from 
inquiring as to the identity of the 
winning packages and displays. This - 
information can not be disclosed until 
March 10. All entries, however, are 
on exhibit at Modern Packaging’s 
exhibit galleries, third floor, 122 East 
42nd St., New York, N. Y., until 
March 28. 

The March issue will also bring 
readers of Modern Packaging full, 
advance data of the conference ses- 
sions and exhibits of the forthcoming 
Packaging Show to be held at the 
Stevens Hotel in Chicago, April 1 to 4. 





ALBERT Q. MAISEL, Editor 
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... all 3 sizes are 
wrapped and cartoned 


on this combination 





REDINGTON 


Lapped over 
‘druggist” style 
-—_—_> 





Each bandage is wrapped in paper, the long 
seam lapped over “‘druggist’” style, the outer 
end folds spot-glued—no dust or dirt can creep 
in, no hands can tamper with the bandage un- 


T wasn’t so long ago, even in detected. The carton adds still more protection. 
this country, that first aid bandages were sold Special feature of this combination Reding- 
in cartons without the sanitary protection of ton machine is the date-stamping device. .. 
paper wrapping. . .often they required unneces- also a mechanism which not only feeds the roll 
sary handling, too, because bandages were not but also separates it from the next one, should 
made in narrow widths and had to be rewound. they stick together when being rewound by 


P m . ; ‘ the rewinding machine. 
Today, The United Drug Co. has contributed 


its share to “The American Way” with its 
modern package of double-sterilized Firstaid 
Gauze Bandage ....you get it hospital-clean 
and antiseptically fresh. All three widths 

1 inch, 1'/2 inch, and 2 inch—are wrapped and 
cartoned at the rate of 100 a minute on a com- 


Other products that can be automatically 
wrapped and cartoned on this type Redington 
machine include: 

Playing cards, soap, macaroni, candies and 
cookies, codfish and oleomargarine, cam- 
era films, mince meat and chocolate bars. 

Redington has pioneered modern packaging 


bination Redington machine that’s adjustable methods for 44 years. Put that experience to 
for all three sizes. work—there’s no obligation. 


F. B. REDINGTON CO. (Est. 1897) 110-112 So. Sangamon St., Chicago, Ill. 
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Coe Derdte 


Remember the 








banana - every time 
it leaves the bunch 





it gets skinned. 


Another thought passed 





FOOD PROTECTION PAPERS 





KALAMAZOO VEGETABLE PARCHMENT COMPANY 
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P. E. 276-AH 


This brilliant tracery foil is only one of many different color 
treatments obtainable in this beautiful pattern. Never before 
has there been offered such an outstanding example of a 
perfect box paper. 


Send for working sheets or a swatch showing the complete 
color range and then select the colors most suited to your 
requirements - This effect will be shown but this once, so 
we suggest your early request. 


ampden 


GLAZED PAPER AND CARD COMPANY 


Holyoke, Massachusetts 


“SALES REPRESENTATIVES 


Chicago, Ill. — 500 So. Peoria St. Philadelphia, Pa. — 412 Bourse B'ld'g. 
New York, N.Y. — 60 East 42nd St. San Francisco, Calif. — 420 Market St. 
Toronto, Canada — 137 Wellington St. West 
Fred’k. Johnson & Co., Limited — 234, Upper Thames Street _ London, E. C. 4, England 


Seattle, Wash. — 1203 Western Ave. Dallas, Texas — 3905 Amherst Ave. 








DURABLE! 


Our indicated that 
Pliofilm is very tough; that it pro- 


tests have 


tects the carton better than other 


transparent wrapping materials 


EASILY APPLIED! 

Pliofilm is heat-sealed and there- 

fore is more readily applied 

around the carton. 
PREVENTS 
MOISTURE-EVAPORATION! 

that Pliofilm 

sealed in the manner in which we 


Our tests indicate 


are using it, protects the moisture 


content of the product from evapo- | 
i 


DOESN'T SHRINK! 


Pliofilm. does 


ration better than other wraps 
not shrink and con- 

sequently does not buckle 
carton nor break open at the cor- 


up the 
Carton of twelve tins 
ners or edges. hermetically sealed with 


Pliofilm outer wrap. 





\ BOVE youread whata large 


tobacco company says 
after using PLIOFILM as a car- 
ton wrap for a pipe mixture. 


If you have similar problems 
in your packaging, you will 
find equally strong reasons 
for using PLIOFILM. It is the 
only transparent wrapping 
material that really assures 
protection against moisture- 
evaporation or absorption. Its 
ability to seal moisture in or 
out, according to your need, 


Phebe —n.m. The Goodyear Tire & Rubber Company 
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insures your product reach- 
ing the consumer in perfect 
condition—keeps it fresh, at- 
tractive, “sellable.” Let us 







Made only by 


hee 


show you what PLIOFILM can 
do for you. Write: Pliofilm 


Sales Department, Goodyear, 


Akron, Ohio. 


THINGS ARE BETTER SEALED IN 





Pp 


HE PRODUCERs of top brands in the 
T wine, distilled spirits, drug and food 
fields know how important these 
colorful seals are to the sale of their 
products. 

They know, first, that “Cel-O-Seal” 
bands add much to the attractiveness 
and sales-appeal of their packages. 
And, second, they know that these 
modern seals afford added protection 
to the contents, too. They securely 


lock the closures to the bottles— and 
help prevent accidental loosening of 
closures during shipment, and conse- 
quent leakage, evaporation, contami- 
nation and tampering. 

“Cel-O-Seal” bands are amazingly 
inexpensive, too. They cost but a small 
fraction of a cent each. May we show 
you how attractive and secure your 
package can be with a “Cel-O-Seal” 
band? Send a sample bottle today. 


U.S. par. 


CEL-O-SEAL 
“™ BANDS 


Sold by 


E.1.DU PONT DE NEMOURS & CO.(INC.) 
“CEL-O-SEAL”’ SECTION 
Empire State Building, N.Y. C. 
ARMSTRONG CORK COMPANY 
GLASS & CLOSURE DIV., Lancaster, Pa. 
1. F. SCHNIER COMPANY 
683-89 Bryant Street, San Francisco, Cal. 
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SYLVANIA cellophane keeps pro- 
ducts of all fields of industry — 


textiles, toothbrushes, cosmetics, 
foods and hundreds of others — 
fresh and clean. It allows them to 
be seen without being touched. 
It protects against dryness and 
moisture. It also wraps frozen fish 
and hot melted cheese. In fact, 
SYLVANIA cellophane may be 
said to protect the products of 


oll Nual-lalaeR 


Re ‘ ee i eli _ Copr. 1941 Sylvania Ind. Corp 


SYLVANIA INDUSTRIAL CORPORATION 


Executive and Sales Offices: 122 E. 42nd Street, New York Works: Fredericksburg, Va 


Branches or Representatives: Fd 


X 
ATLANTA, GA..... 78 Marietta Street / \ 
BOSTON, MASS., 201 Devonshire St. 


NIA 

CHICAGO, ILL., 427 W. Randolph St SY LVA y 
© 
Mae 5 


Pacific Coast 
Blake, Mofhu & Towne 
Offices & Warehouses in Principal Cities 
Canada: 
Victoria Paper & Twine Co, Ltd 
Toronto, Montreal, Halifax 


DALLAS, TEX. 812 Santa Fe Building x 
PHILA., PA... 260 South Broad Street Py ° 
Lto pe 


“SYLVANIA IS A REGISTERED TRADE MARK FOR CELLULOSE PRODUCTS MANUFACTURED BY SYLVANIA INDUSTRIAL CORPORATION 
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H ERE in America, the dust of dogma doesn’t smother man’s intellect. Here, 
dreams and brass tacks aren’t strangers. Here, “what might be” is continu- 
ally made to jibe with reality. 
Small wonder that Duraglas, once only a dream, today makes better packag- 
ing possible for all who normally use glass...and for hundreds of others. 
Created by painstaking research, produced by special equipment and the un- 
duplicated skill of our long-trained glass-workers, Duraglas offers you... glass 


containers of greater strength and durability—strength that eliminates excess container-weig ht. 


Ask Us What Swoalas Can Do For You 


In asking, bear this in mind. In all probability Duraglas containers will present 
your product in a new, different and sales-revitalixed light. 
If your need is for a returnable glass container Duraglas offers one that lives 


ab MODERN PACKAGING 





longer and lowers trip cost. For one-trip 


containers, the strength of Duraglas makes 
possible lower weight with resulting 
economies in handling and shipping. TRADE MARK REG. U. S. PAT. OFF. 


We offer you Complete Salespackaging Exclusive Development of 


Service—Duraglas containers, metal or OW ENS< + ILLINOIS 


Lustrseal molded caps and corrugated 
GLASS COMPANY 





shipping cartons. Ask an O-I representa- 
tive about Duraglas today. Owens-Illinois 
Glass Company, Toledo, Ohio. 


and Brass Vacks 
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Texaco Capella Oil and Texaco Ma- 
rine Motor Oil may now be poured 
off in a full stream or a tiny trickle 
—thanks to POUR-N-SEAL, fe- 
cently adopted for these important 
specialties. @ And, of course, 
POUR-N-SEAL makes a grand 
re-seal. It is made by Williams 
Sealing Corporation. De- 
eatur. Illinois —a division of 


Crown Cork and Seal Co. 
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WHEN You, Use WHESE 


NEW WOOD PAPERS” 


Awiik these papers: just created by Nashua, | a Bl — 
you are taking no chances. with ‘Package | or o_ 
display appeal. They have the atteation value 


and character that sells. 


Notice their close resemblance to real wood -- 
the beauty of the grain’ and the genuine wood 
colors, from light maple to dark walnut,’ 


Once more Nashua’s creators, chemists | and 
craftsmen have produced something NEW that 


will “make paper make monéy for you.” i 


These papers are carried in stock, in box 
weight. Write for @ complete ‘set of samples. | 








roe 2 





MAKES PAPER MAKE 
MONEY FOR YOU 
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NASHUA GUMMED AND) COAT 


Hasna, NEW HAMPSHIRE 
hook for the ry) abate N A Sig mor a pNashgay Value) 
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Order for NEW Subscription 


Please enter my subscription to begin with the... nel 6UC, 
$5.00 for one year [] $8.00 for two years [] 
Remittance enclosed [] Send invoice a) 


cna liiatsiliia icaacciiae a 


Your position (or profession) RS eR RT a a i — ake This ts 


Company. soasltbeiasncedlteiaitiacilentnUlapneeaiothasiiieanaieiiitlinadh ciuiaial NOT 


an expiration 


i cccnimnitinats 
EEE OM CPOE §=— "Rai Cane ioc 
Products Marufactrar ed cece 


CANADA—$5.50—One Year FOREIGN anp } $6.00—One Year 
9.00—Two Years SoutH America) 10.00—Two Years 
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KIMPAK * crere waovine 


DRESSES UP YOUR PRODUCT 
AS IT PROTECTS ! 


2 GONE. SRGCIRE PIS, GEA LILO OO EE 


KIMPAK 
ENDS FUSS, MUSS AND WASTE 
IN YOUR SHIPPING ROOM! 


KIMPAK 
GIVES MAXIMUM PROTECTION 
WITH MINIMUM BULK! 





Kimpak 


REG. US. PAT. OFF. & 


CREPE WADDING 


protects your product 
dresses your package 


f age 


THIS FREE PORTFOLIO 
1S WORTH MONEY 
TO you! 


(Copyright 1941—Kimberly-Clark Corporation) 
( *Reg. U. S. and Can. Pat. Off.) 
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KIMPAK acrs Like A sHock- 


ABSORBER — ITS EXTRA RESILIENCY 
CUSHIONS EVERY BLOW! 





Showing how Lionel 
Corporation uses KIM- 
PAK to protect its latest 
model electric trains 
from shipping damage. 


Protect Your Product with the 
"Shock-Absorber’” Action of KIMPAK 


New Free Portfolio gives detailed descriptions on 
how to protect with KIMPAK. Send for it today! 


@ Soft, yet resilient KIMPAK* acts as a shock absorber for your 
product in transit... guards against breakage, scratches, “press 
markings” and surface “burning.” It helps protect you and your 
customers against losses due to shipping damage . . . saves time 
and waste motion in your shipping room. . . and dresses up your 
product as well. 

You buy KIMPAK in rolls, sheets and pads of the thickness and 
size that meets your needs exactly. KIMPAK is inexpensive, light- 
weight, flexible . . . as easy to use as a piece of string. Since KIMPAK 
absorbs 16 times its own weight in moisture, it more than meets 
government postal regulations regarding shipping of liquids. 

Don't delay. Mail the coupon below for definite suggestions 
on how KIMPAK can help you, and for free samples for testing. 


KIMBERLY-CLARK CORPORATION MP—2-41 
Neenah, Wisconsin 


Address nearest sales office: 8 South Michigan Ave., Chicago; 

122 E. 42nd St., New York City; 510 W. Sixth St., Los Angeles. 
Please send me new 1941 Portfolio of KIMPAK. 

Company 

Address 


Attention of: Our product is 








! Quickly SHE 


Why Does it Pay to Pack in Glass? The brilliance of glass 
attracts attention * The clearness and sparkle of glass provide a per- 
manent show window * Glass packaging is a sure sign of quality 
* Sight of the actual product stimulates interest, inspires confidence 
* Glass creates impulse sales * Glass containers have dramatic display 
value * They are easy to open and close, protect and preserve their 
contents * They have re-use value, build goodwill * Freight rates on 
glass-packed foods, in less-than-carload as well as carload lots, are the 
same as for those packed otherwise 


Why Does it Pay to Use Anchor Hocking? You assure for 
yourself the: * Services of an organization offering a COMPLETE pack- 
aging service * Economy, convenience and reliability of one source of 
supply * Advantages of a special procedure, making the transition to 
glass a simple, time-saving process * Free counsel of analysts, de- 
signers and packaging, merchandising and sales promotion experts * 
Knowledge and experience of a large, stable organization which at 
one time or another has solved probably all the snags you may be up 
against * Services of a staff of expert packaging engineers to handle 
installation and supervise initial operation * Continuing after-sales 
service of packaging engineers and designers 


This is the package recommended by Anchor Hocking for 
vacuum-packing fruits and vegetables in glass. The jar is 
sturdy, yet lightweight—with a stipple design at the base. The 
Anchor Hocking AH-N Cap assures a dependable vacuum 
seal, applied economically and quickly with our new high-speed 
automatic steam vacuum capping machine. May we send you 
samples of these Caps and Containers and a folder illustrating 
and describing the new capping machine? 





. Quickly SOLD 


Fruits and Vegetables sell on sight... 


in GLASS 


In the tempting natural color and texture of fruits and 
vegetables you have two quick-selling assets: appetite- 
appeal and conviction of quality. Make the most of 
these assets, pack your products in glass. Give your 
fruits and vegetables the benefit of “show-windows” 
that tell a quick story, quickly attract and convince the 
housewife. Sales surveys show that women prefer to see 
the quality, style and size of their food purchases. 
Offered two otherwise similar products, they go for the 
one in glass. 


How You Can Benefit by Switching to Glass 
The moment you pack your product in glass you give 
it fresh impetus, new sales points and an edge over 
competition. You’ve something new to talk about, pro- 
mote and merchandise. The ideal set-up for a drive on 
dealers, distributors or new outlets. You’ve new adver- 
tising weapons...such as convenience in opening and 
closing, protection of quality, container re-use, PLUS 


cit 


*You ARE ! 


ur produc 


packages of yo 


two 
Send vs bligation, 


Without cost or ° 
Anchor Hocking g 
and return 


sure, ° 
you require. 


and figures 


lass Container, ” 


‘ ee 
for your consideration 


all the power of visual appeal. Glass is great for launch- 
ing a new product, pepping-up a slow mover. When you 
pack your fruits and vegetables in glass you give them 
a plus that quickens turnover, steps up volume and 
strengthens consumer loyalty. 


And the Cost? Anchor Hocking has perfected a pro- 
cedure that makes the transition to glass easy, quick 
and economical. Our packaging engineers handle the 
entire job of installation and actually supervise your 
initial operation. We furnish everything: new light- 
weight, stronger containers—new highly efficient pry- 
off caps—a new high-speed, straight-line steam vacuum 
capping machine—and a dependable and simplified 
pressure processing system. Anchor Hocking contain- 
ers and closures are designed for practical, low-cost 
operation all along the production line. They cost little 
if any more than other type containers. Get all the facts 
and figures...take advantage of our offer to repack.* 
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Good Tubes have Helped Build Good Will 
for Ipana .. . Perhaps your Product, too, 
will benefit by the use of Sun Tubes! 


PANA .. . lop-Volume U. S. Dentifrice, has used 


SUN Tubes more than 15 Years! 


Ln is America’s biggest dollar volume denti- 
frice chiefly because it cleans teeth thoroughly and, with 
massage, helps to make gums firmer! But Sun Tubes 
have assisted in Ipana’s rise to the top. Infrequency of 
tube trouble . .. complaints . . . returns has helped build 
good will and good business for Ipana. 

No packaging problem is too difficult for Sun Tube 
designers. Sizes, shapes, decorations are almost without 
limit. And if you market an individual-use product, you 
will find Sun Tube’s single-application Unitainers in a 
class by themselves. Sealed and non-refillable, they offer 
manufacturer, consumer and product alike perfect pro- 
tection. They’re supremely handy to keep and to use. 
Colorful and “newsy,” they make sales. 

Follow the lead of the sales leaders! If you sell any- 
thing that goes in a tube, investigate Sun Tubes! 


SUN TUBE CORPORATION, HILLSIDE, N. J. 


CHICAGO, ILL. CINCINNATI, OHIO 
G. M. Lawrence 


1012 Elm Street 


James L. Coffield, Jr. 
333 No. Michigan Avenue 





ST. PAUL, MINN. 
Alexander Seymour 
701 Pioneer Building 


LOS ANGELES, CALIF. 
R. G. F. Byington 
155 No. Vermont Avenue 





e SCREW CAP GLASS VIAL e 


Jen (loourane™ 


IN PACKAGING 





A NEW VERSION OF YOUR 2/2 PACKAGE Conalh v PERMANENT TRANSPARENCY vf LIGHT IN WEIGHT 
A RAPID ACCEPTANCE OF YOUR WFW PRODUCT 1/? Y CONVENIENT TO CARRY wv FULLY ANNEALED 


The Visible Guarantee of Invisible Quality 
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Dress Your Product in a= 


PILLIOD BOX... 


Sn 
a Size and Shape to Fit Your _ 


OhI0 





SWANTON, 





PILLIQD CABINET COMPANY 


THE 





NEW YORK 


- CHICAGO .- 


COLOR MARMODY: appeal- 


ing to the eye to stimulate the buying-urge 
is a real science. Being able to choose exactly 
the right colors for the product, harmonizing 
them so they are universally appealing, is a 
mark of the packaging expert. 

That Continental experts know color har- 
mony is brilliantly demonstrated here. Their 


flair for attention-getting design, increasingly 


important in view of the growth of “sight 
buying” in “‘serve yourself’’ stores all over 
America, is yours to command. 

Remember, too, Continental experts also 
know how to design for consumer conveni- 
ence, product protection, high-speed filling, 
and all the other packaging essentials. One 
contact will convince you that, in every de- 


partment, Continental will serve you better. 


One of a Series Devoted to Packaging Ideas. Copyright 1940 by Continental Can Company, Inc. 


SAN FRANCISCO 
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Now YOU CAN GET 
FINER FOLDING CARTONS 


~.- at no extra cost! 





Y cuted I 


Now you can get cartons with a 
finer look and feel . . . a finer 
printing surface ... at no extra 


cost. For Gardner-Richardson’s 





new, exclusive coating process 
makes it possible to offer cartons 
of Coated Lithwite for the same 


price as uncoated Lithwite. 


This unusual, economical coated board 


Coated 


Lithwite is made in one continuous 


is different from any other. 


operation—on one machine. The pre- 


cision-engineered surface is coated to 


UW 





a flat, velvet-like smoothness ideal for 
ink reception. Solids, duotones, 120- 
line screen half-tones print crisply, 
cleanly—brilliantly. No mottling or 
greying with Coated Lithwite. No 
production headaches in high speed 
automatic filling machines, either. 
Coaled Lithwite takes a better seal! 
* * * 

Write for samples of Coaled Lithwite 
today. See how this sensational 
coated boxboard can show you the 
way to finer, more appealing cartons 
for the same money—or for less than 
you are now paying. 


the GARDNER-RICHARDSON c. 


Manufacturers of Folding Cartons and Boxboard 
MIDDLETOWN, OHIO 


Sales Representatives in Principal Cities: PHILADELPHIA 
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the revolutionary new 
boxboard makes this possible 








Side-by-Side” test 


Send us a set of your original 





carton engravings. We'll send 
you proofs on Coated Lithwite— 
let you make a side-by-side 
comparison with the cartons 














you are now using, so you can 
see for yourself the possibilities 








of this sensational new board. 


BOSTON e¢ PITTSBURGH «¢ DETROIT 



























ighlighting the leading packages of 1940, the March Issue of Modern Packaging is 

the peak packaging publication of the year. This year’s issue will be the greatest 
ever—built around the largest and most important All-America Package Competi- 

tion. More than three thousand of the best packagers in the country entered approximately 
30,000 packages and displays to form a panoramic view of the American standard of living. 


PAID CIRCULATION BONUS 


Although space rates are not increased, the March issue presents a huge bonus of paid 


circulation to its advertisers. Thousands of extra copies are sold each year at the Packaging 
Exposition—and at $2.00 per copy, the best evidence of reader selectivity and reader interest. 


THE BUSINESS GETTER 


If your budget will not allow a full schedule in Modern Packaging, you cannot possibly 
afford to overlook the March Issue. Beside the circulation bonus, this issue is preserved 





by readers—who comprise the leading executives in the leading packaging firms of the 
country—because of its beauty, importance, impressiveness. 


SEE FOR YOURSELF: Visit the All-America along with the thousands of people from every 
walk of life who come each year! See all the packages, the wealth of creative effort, which 
make this the finest as well as the largest All-America ever held. 
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122 East 42nd Street New York City 


Complete Exhibit of All-America Entries on Display— 3rd floor — 122 East 42nd Street — 
Chanin Building—New York, N. Y. 
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You seal with cork because of cork’s 
reputation for safe sealing. It is natural 
then, that as you rely on cork to safe- 
guard the quality and perfection of your 
products, you should rely on an organi- 
zation that has long specialized in the 
making of cork closures of all types, for the most practical 
solutions to your sealing problems. Nature has given cork its 
unrivaled qualities, but, for best service, cork must be adapted 
to the specific needs of your product. That’s how you profit 
from Mundet’s 75 years of cork experience. Mundet Cork 
closures include many specialties designed to meet individual 
requirements—as well as the more general closure types. You 
get unbiased recommendations and the benefit of specialized 
experience when you use Mundet Closure Service. Why not 
write us today? Mundet Cork Corporation, Closure Division, 
65 S. Eleventh St., Brooklyn, N. Y. . 








These Mundet offices and 
representatives are ready 


to give you prompt service 


ATLANTA 
339-41 Elizabeth St., N.E. 


CHICAGO 
2959 N. Paulina St 
CINCINNATI 
427 W. 4th St 
CLEVELAND 
Britten Terminal, Inc. 


DALLAS 
505 Southland Annex 


DENVER 
The Stone-Hall Co. 
DETROIT 
335 W. Jefferson Ave 
HOUSTON 
Commerce & Palmer Sts. 
KANSAS CITY, MO. 
1428 St. Louis Ave 


LOS ANGELES 
1850 N. Main St. 
LOUISVILLE 
Kentucky Bottlers Supply Co. 
MEMPHIS 
Memphis Bonded Warehouse 
NEW ORLEANS 
432 No. Peters St. 
PHILADELPHIA 
2226 Arch St. 
ST. LOUIS 
2415 S. Third St. 
SAN FRANCISCO 


440 Brannan St. 
Also J. C. Millett Co. 


In Canada: 


Mundet Cork & Insulation, Led. 
35 Booth Ave., Toronto 














MUNDET CLOSURES 


MOLDED CORKS ¢ MOLDED SCREW CAPS ¢« EMBOSSED WOOD TOP CORKS e¢ CROWNS e¢ PLAIN CORKS 
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WHAT’S THE, “Inside Story’’ 








ON YOUR PACKAGE? 


Most packaging stories deal with outer design—a pretty important 
matter indeed, for the outside of a package is a big factor in 
inducing people to buy. But whether they buy again and again 
often depends on their opinion of what they find inside. Volume 
sales are repeat sales, and they can’t be built with a package that 
permits leakage, breakage, rancidity, mold, sogginess or any other 
defect that might mar the original quality of the product within. 
That’s why the sales leaders in many fields rely on Riegel Papers 
inside their packages for proper protection of the contents. 


Examine the inside of your package, for use of the proper Riegel 
Paper inside can possibly help your sales volume fully as much as 
can its outer appearance. Write for complete information and 
investigate our ability to help you produce a package that will com- 
bine appearance, protection, production efficiency and economy. 


RIEGEL PAPERS 
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‘The transparent canister gives a new kind of 
impetus to sales. And Lumarith Protectoid — 
pioneer in this field as in so many others — 
brings you the triple advantage of splendid 
display, protection for the contents, and un- 
limited opportunities for re-use after purchase. 
Lumarith Protectoid never discolors or dries 
out with age. It is not affected by extremes of 
temperature or humidity. It has a_ perfect 
printing surface. And Celluloid’s technical 
advisory service includes adhesives that work 
yerfectly in every application . .. Write to Cel- 
juloid Corp. for names of experienced makers of 
canisters and other rigid transparent containers. 
Packaging Division, CELLULOID CORPORA- 
rion, 180 Madison Avenue, New York City. 


Established 1872. Sole Producer of Celluloid 
and Lumarith. (Trademarks Reg. U.S. Pat. Off.) 


LO MARIE 


PROTECTOL 


REGUS. PAT OFF 


If you are working on @ transparent package .-- 





ne 
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CARTON MAKERS © 3 


HERE’S A SENSATIONAL NEW COATED BOARD 
' THAT WILL OPEN YOUR EYES! 


PRINTS LIKE A MILLION DOLLARS 


BECAUSE THE VELVET-LIKE SURFACE 
IS REALLY RECEPTIVE TO INKS 


MODESTLY PRICED secause it’s MADE BY 


- A NEW AND INGENIOUS PROCESS 


Y vated Mhait 


A new achievement in the manufacture of boxboard 








Yes, it’s a new kind of carton board and it means 


better business for you . . . for with Coated Lithwite 

you can offer your customers finer cartons for their SEND FOR FREE TESTING SAMPLES! 

money, or show them the way to real savings. Slip a few sheets into a press—or prove a set of 
ae ’ a : . oe plates on Coated Lithwite. See the extra quality 

Think of it! This sensational Coaled Lithwite is de- you can deliver to your customers. Be among the 

livered to you for no more than you pay for uncoated first to offer this finer boxboard. Send for your 

Lithwite. And how is this possible? Because of test sheets today. We'll ship them immediately. 


Gardner-Richardson’s revolutionary new method of 
making and coating carton board on one machine. 


By this unique process, the fibres are 


coated with a flat, velvet-like surface that 

“holds” the true brilliance of inks — with- The GARDNER: RICHARDSON Co. 
out receding or “greying.”” Takes 120-line 
screen half-tones sharp as a whistle 
scores, folds, seals better, too. Does that 
sound like a board that can bring carton 
customers to your plant? Certainly! So 
investigate Coated Lithwite. Write today! 


one Manufacturers of Boxboard 
Sic % MIDDLETOWN, OHIO 





Sales Representatives in Principal Cities: Philadelphia * Cleveland 
Chicago « St. Louis * New York « Boston « Pittsburgh « Detroit 
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A BUSY SPACE BUYER suggests displaying 
this sign in the lobby of every advertiser 
and advertising agency. 


over. To ask an advertiser to select 
media on the basis of unsupported facts 
and figures is like asking him to sign a 
blank check. 

Today advertisers have definite stand- 
ards for circulation values. They want 
to know, by these standards, how much 
circulation a publication has, where it 


goes, how it was obtained, 





Please do not ask for an interview unless 
prepared to submit verified facts and 
figures in accordance with our stand: 
ards of circulation values 


ADVERTISING MANAGER | 
; ——= > 








So a, 


Well—-why not? 


HE days of blind space buying are 


can select media intelligently and buy 
space with assurance that they will get 
what they pay for. 

To cooperate with advertisers and tell 
our circulation story by their own stand- 
ards we belong to the Audit Bureau of 
Circulations, a cooperative organization 
of advertisers, advertising agencies and 
publishers. Our A. B.C. report giving 


complete and audited in- 





how much the readers 


formation about our cir- 











paid and many other 
facts that bear on the 
advertising value of a 
business paper. With these 
facts verified, advertisers 





A. B. C. PROTECTS 
YOUR ADVERTISING 


Paid subscriptions, renewals, 
evidence of reader interest, 
are among many facts in 
A. B. C. reports that are 
definite guides to effective 
media selection. When you 
buy space in A. B. C. pub- 
lications your advertising 
is safeguarded by audited 
circulation. Always ask 
for A. B. C. reports. 








culation is the advertisers’ 
assurance that their ad- 
vertising investments are 
protected by known, veri- 
fied values. 
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Member of the Audit Bureau of Circulations 


Ask for a copy of our latest A.B.C. report 


A.B.C.=AUDIT BUREAU OF CIRCULATIONS=FACTS AS A MEASURE OF CIRCULATION VALUES 
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“Here’s something unique, Doug... 
the way this machine seals our products. It’s called 
the Rolled-On method. 

“Believe me, that method is ‘packaging insur- 
ance’ for us. It seals so securely that we’re sure our 
products will be right when the consumers get them! 
They'll be just as we made them. No evaporation. 
No leakage. 

“That’s what we really bought when we changed 
to Alseco Seals. 

“You see, the Rolled-On method actually gives us 
a tailor-made seal on every single container. The 
threads are formed after the seal is firmly seated. 
Each container’s own threads act as the pattern for 
its own seal. So there just isn’t any such thing as 
a misfit! 

“These diagrams show how it works . . .” 





HOW THE ROLLED-ON METHOD WORKS 


Vy % 
a > 






M Plain-skirted Alseco 
Seal is uniformly seat- 
ed. Under stationary 
top pressure, bottle lip 
is imbedded in liner 
evenly all around. 





Then, to hold that seal 
securely, threads are 
Roiled-On, using the 
bottle’s own threads 
as the pattern. Possi- 
bility of leakage or 
evaporation is reduced 
to minimum. Alseco 
Seal stays tight, but 
opens easily because 
it is tailor-fitted. 








There are many types of Alseco Seals applied by the 
Rolled-On method. Alseco machines apply them auto- 
matically at speeds as high as 250 bottles per minute. 














i DEFENSE COMES FIRST 


The urgent requirements of National Defense 
have somewhat limited the amount of Alumi- 
num available to us for new business. 
However, Aluminum production capacity 
is being rapidly expanded. When _ the 
emergency is past, there will be more Alumi- 
num available for seals than ever before. 


Trade Mark Reg. U. S. Pat. Off. 














Cans on dress parade, gleaming in their brilliant colors, make an attractive 
picture. That's because of Crown's superior designing and lithographing. 


But back of this picture is a manufacturing technique that insures the utmost 
in stamina and dependability. 


It involves the use of prime tinplate, fabrication of cans on modern, precision 
machinery, and thorough-going inspection. 


Users of Crown Cans send their products to market on dress parade and with 
the assurance of safe delivery in dependable containers. 


CROWN CAN COMPANY, PHILADELPHIA, PA. 


Division of Crown Cork and Seal Company 


BALTIMORE ST. LOUIS HOUSTON MADISON ORLANDO 
FORT WAYNE NEBRASKA CITY 


FROWN CAN 


INDEPENDENT A N D HELPFUL 
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CARR-LOWREY 


3-Point Service 





creates 
® PRACTICAL 
2 ATTRACTIVE 
3 ECONOMICAL 
glass packages for 


foods, drugs, cosmetics, 
household products. 





the man between 





‘ie retailer is not just a ‘‘man behind the counter.’’ He’s an impor- 


tant link in your merchandising chain. He is important because he 
stands between your product and the consumer. 

The retailer can influence sales for your product. He can give your 
product the kind of display it needs to attract the attention of buyers 
... or, he can hide it. 

Carr-Lowrey designs the kind of flint glass bottles and opal jars 
retailers like to display. 

It may well be that our designers can re-design your present package 
so that it will appeal to the retailer . . . find 
a place on his display counter or in his 
window . . . and be seen and bought by 


more people. 


Es) 
Smart shape of this unique flint glass container gives in- 


stant product identification to both retailer and consumer. 





Another Carr-Lowrey achievement in the field of design. 


Carr-Lowrey Glass Co. 


Factory and Main Office: BALTIMORE, MD. 


New York Office: 500 Fifth Avenue Chicago Office: 1502 Merchandise Mart 


ems BESET. 
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IN ONE FASTENING METHOD 


He Wanted Safe Carding 


Mr. Smythe, Sales Manager, got. customer 


complaints about fastenings on a display 
card coming loose. He had a hunch that 
Bostitch stapling machines would fasten it 
more securely with wire, and he was right! 
Looked better, too, and saved money! 





He Wanted to Save Money 


Sam Jenkins, Purchasing Agent, was faced 
with a cost problem in fastening many small 
items to a single card. He found that easy- 
to-operate Bostitch machines save four hours 
out of every eight by eliminating extra 
operations. And he, too, found unsuspected 
bonuses: a stronger fastening and_ better 
appearance. 


If you use glue, tacks, thread, ete.—consider the fact that, with Bostitching, you may get 

extra advantages. Bostitching is using the right machine and the exact size and kind of | 
staple to get the most efficient fastening results. 
Better With Wire.” Write BOSTITCH, 56 Division St., East Greenwich, R. I., or Bostitch- 


Canada, Ltd., Montreal. 


staples. 


THREE MEN ON A HUNCH 






He Wanted More Sales Appeal 

E. W., Advertising Manager, took the hint from 
Sales. Now he’s particularly proud of striking 
displays made possible with unobtrusive Bostitch 


economical. 





Send for free folder, ‘“‘Bostitch Fastens It 


| 
| 
| 


He, too, found Bostitching stronger and 





SEND FOR FREE FOLDER 
“BOSTITCH FASTENS IT BETTER 
WITH WIRE’... WRITE TODAY! 
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Engineering Service for 
Display Cards 


Manufacturers who are carding their 
products for open display, and those 
who wish to do so but have not yet 
found a practical method, may not 
be aware of the full possibilities of 
wire stapling for engineered, eco- 
nomical mass production of display 
ecards by the use of high-speed ma- 
chines. 

At least one manufacturer of stapling 
machines, with nearly 800 different 
models in his line, offers a definite en- 
gineering service to adapt the stapling 
method to the specific requirements 
of varied products. For instance, on 
a job where several different-sized 
objects were to be carded, this manu- 
facturer devised a machine which 
provided automatic control over the 
irregular placing of staples in the 
pattern desired. 





Handles Many-Sized Objects 


A striking example of Bostitching is the 
carding of these large multiple items with 
a comparatively small number of staples. 
One can easily imagine how much more 
expensive it would have been to card bow 
and arrows by slower hand methods. 


As well as the ability to adapt 
stapling machines to unusual and 
difficult carding jobs, wire staple 
engineering provides the following 
merchandising advantages: 


(1) gives a small product greater 
display and sales appeal, 


(2) inspires retailers to show your 
product where the customer can 
pick it up and look it over, while 
at the same time discouraging 
pilferage, 

(3) allows you room for a striking 
selling message, or complete in- 
structions, 


(4) provides opportunity to advertise 
other items, or to display multiple 
units or related items in a com- 
plete and convenient unit of sale. 


Only Bostitch offers a complete line 
of stapling machines, and can make 
these merchandising and operating 
advantages available to you through a 
force of 18 research engineers, plus 
300 representatives in more than 100 
U. S. and Canadian cities. Write 
today for full information on the 
liberal trade-in, budget and renta 
plans available. Bostitch, 56 Division 
Street, East Greenwich, R. I. 


Advertisement 
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‘ith The author of this article is no stranger to the readers of Modern Packaging. His monumental 
les. survey, A $600,000,000 Laggerd,”’ published by Modern Packaging in December, 1937, played 
— an important part in reactivating the fruit and vegetable industries and in causing numerous packers 
sae to turn to better packaging as one means toward the solution of their marketing problems. 
At the same time, package material makers and package suppliers in a number of fields, becoming 
more aware of the potential market the fruit and vegetable industries represented—set their re- 
search staffs to work to devise packages, wrapping materials and methods of packaging so sorely 
apt required by the vegetable- and fruit-growing industries. 
nd Progress since then has been notable, although the industries in question have by no means 
ple reached the high level of packaging development which may be anticipated a few years hence. 
ing This progress has been recorded by Modern Packaging in numerous articles dealing with indi- 
vidual fruit and vegetable packages and in two “‘interim’’ reports by Dr. Work (‘How Fruits 
March to Market,’ January, 1939, and ‘Work in Progress,’ September, 1939). 
ter On the pages which follow, Modern Packaging presents a third report by the same authority, 
bringing the subject up to date, particularly in the potato and lettuce fields where development 
has been most noticeable. 
ur 
an . . ~~ . _ . . 
ile o vegetable producing area ships more produce or Salinas. Each of these is elaborately equipped for 
ing grows and markets crops on a more highly de- packing, principally of lettuce and carrots. A modern 
veloped plane than the region centering around shed costs around $75,000 plus equipment. 
ng Salinas, Calif. Peculiarly endowed with a climate Lettuce is brought from the field by two methods. 
in- that favors good quality of head and a long shipping One involves the use of steel-slatted crates or “baskets,” 
season, the area accounts for 21,000 cars—a full half mounted on casters. They are about 3 ft. deep, 4 ft. 
d of the nation’s carlots of lettuce. That’s around 375 wide and 6 ft. long. At the packing house, these are 
i million heads. rolled off the truck and are tilted by hydraulic hoist. 
“a So the Salinas neighborhood calls itself ““The Nation’s Another system uses a low trailer with the whole body 
: Salad Bowl.” The story of how lettuce, fourth most built on the principle of a belt conveyor which unloads 
ne re " . . . . 
i. important of all vegetables, gets from the Salad Bowl the lettuce at the side where it is received by another 
ng of California to the salad bow] of the assembled family mechanical conveyor controlled by the trimmer. 
ha at dinner is a real success story. The product is deli- California lettuce comes East in what is known as 
- cate, its culture is exacting, its handling is highly the Los Angeles crate. It is approximately 13 in. by 
( - me a : ‘ ea : : , 
a specialized. Some 55 packing houses are located at 18 in. by 22 in., inside dimensions, of sawed and nailed 
ite pr oS . . . . 
i © Peennr af Veunite Cees, Cand Uebveniie. material, with paneled ends, framed with mortised 
ta 
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I. Outside view of the new solid-end crate used 
for machine packed lettuce. 2. Crate with side 
wall removed to show alternate layers of crushed ice 
and lettuce wrapped in parchmentized kraft papers. 
3B. <A single layer of wrapped heads of lettuce as 
removed from the machine. Note that wrapping 
prevents excess water of melting ice from gaining 
access to the lettuce. 4. A hand packed crate 
opened to show the parchmentized kraft sheets 
which keep the ice from reaching the lettuce itself. 
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head-sticks. It carries 4-, 5- and sometimes 6-doz. 
heads of lettuce, according to size, in three layers. 
Finely crushed ice is placed over each layer, about 30 
lbs. per crate. Lettuce for nearby use is shipped “dry- 
pack”’—that is, without ice. The ice comes to each 
packer by conveyor and may be put in the crate from 
above or may be shoveled from a bin. 

Packing shed set-ups vary considerably. Under a 
rather simple arrangement, the lettuce is trimmed by 
girls and laid on a long table from which packers select 
heads of proper size for say 4- and 5-doz. crates, one of 
each being in the process of packing at once. Some- 
times there is a rinse spray over the table. 


Elaborate Equipment 


One equipment company has devised a conveyor table 
consisting of metal plates, cut on ares of circles so that 
it passes up one side past the trimmers, around the end 
and down past the packers. This facilitates super- 
vision and inspection, avoids piling of lettuce on the 
table and presents a wider assortment to packers. 

The packing shed of E. H. Spiegl is one of the show- 
places of Salinas. Here a huge merry-go-round func- 
tions in much the same way as the conveyor just 
described. Untrimmed lettuce approaches on an inner 
circle. Trimmers do their bit and transfer it to an 
outer circle which carries it to the packers. 


The Role of Paper 


Paper plays a major part in the packing of lettuce. 
Liners, covering all sides of the pack, are practically 
universal, some using waxed kraft, others parchment- 
ized kraft. Waxed paper is cheaper per pound than 
parchment, but the base weight is greater. Thus cost 
averages about the same—approximately 4 cents a 
crate. Patented collars of cardboard are used by some 
packers to protect the lettuce from bruising and to add 
an attractive finish. Another device, the Shoenberg 


& 
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board berry crate. This is ingeniously 


designed with dividers between the three 
layers of baskets and with corrugated 
board supports for the dividers so that they 
do not have to rest upon the baskets as in 
the case of the old 32-qt. crate. Often the 
dividers for the old crates have been made 
with very narrow cleats and damage to 
berries is practically inevitable. The newly 
adopted package affords excellent oppor- 
tunity for display and advertising. 
Interesting is the opinion of Archie Van 
Doren of the Pomology Department at Cor- 
nell University who has been long engaged 
in the study of modified atmosphere storage 
for fruits. It is his opinion that even for straw- 
berries, ventilation is not a problem of 
major importance, although this is, of 
course, easily provided in corrugated board 
containers. Preliminary experiments would 
seem to indicate that somd accumulation of 
carbon dioxide in the container favors the 
preservation and keeping of the product. 











Occasionally a new device reaches the 
market which brings the instant question. 
“Why wasn’t this done years ago?” In this 
very class is the new laminated printed 
paper tape which is achieving wide usage 
preMhlsC-Mrotod ibelet- Mares CoyeWs Comm lel-Melttstelsttele moretel 
Jestelottele Mes Melovecelt-Merele Melis) ah d-ce(-) (ete) (1m 
Developed by the Germain Seed and 
Plant Co. of Los Angeles, Calif., the de- 
vice consists of a laminated paper tape 
reinforced with asphaltum and wire. Pre- 
viously the conventional method of bind- 
ing carrots for sale has been to tie them with 
ratfia. The raffia is taken twice around the 
bunch and an elaborate knot then formed. 
Operators long experienced at this work 
have achieved relatively high speeds. 
Other packers have been using rubber 
bands for binding, either slipping the band 
over the whole bunch or, better, hooking it 
around one carrot and then carrying the 
loop clear around the bunch and finally 
hooking again over another carrot. As 
against these earlier methods, the new tape 
requires but a single trip around the bunch 
and two very quickly applied half-turn 
twists of the fingers finishes the job securely 
and neatly. Many carrot packers have pre- 
viously been using a little label of parch- 


ment paper underneath the tie for identifi- 
cation and advertising purposes. The new Pa 
device carries the printed label and s0 4 


eliminates the need of a tag. | 


The sitns cosl ot the Uendlaniodl Ape: ie is 


compared with raffia, is reported to be 
about $5.00 per car. On the other hand, 
where the new tape replaces tags, a saving 
of $5.50 per car is reported. Tying with tags 
in the Salinas territory involves an extra 
labor cost of approximately 4 cents per 
field crate. 





patent, involves the use of a blotter-like pad of paper 
which carries a chemical designed to curb the oxidation 
which reddens the butts of lettuce heads. Packers 
differ in their ideas of the merits of these various ma- 
terials and practices. 

Roller conveyors carry packed crates to giant power- 
driven lidding machines which press the cover to place 
and nail it at one fell stroke. Conveyors then lead to 
the car where the crates are stowed, end to end, on their 
sides. Snow ice is blown into the car, 10 tons or so. 
Bunkers usually go uniced. 


Bettering the Pack 


Lettuce is a delicate commodity, readily damaged in 
the handling. The observer is amazed at the rough 
treatment between field and trimming table, but the 
plant is cut below all leaves and these wrapper leaves 
furnish protection that appears adequate. From this 
point on, the story is different. Commonly, the retail 
merchant must remove a considerable part of the outer 
leaves which have been torn or bruised. The tempera- 
ture control is good but mechanical injury is serious. 
Just how serious, I doubt if anyone knows. I know of 
no published results showing count and weight of 
lettuce as shipped, as first placed on the retail stand 
and as later retrimmed and as sold. This is the sort of 
research that is needed as a foundation for the in- 
telligent facing of problems. 

Much thought has been given to consumer-packs for 
the tender heads of lettuce. Some form of bag or 
wrap would seem both desirable and practical. The 
obstacle apparently is not feasibility but cost. Much 
of the time, lettuce sells on terminal markets at figures 
that do not cover production, harvest, packing, trans- 
port and selling. It is the old story of agreement on 
the desirability of a practice but real or alleged in- 
ability to collect the extra cost plus reasonable margin. 
But initial value of the goods is beside the point. The 
question is, will the advanced practice add enough to 
the consumer value to convince the housewife and per- 
suade her to part with the extra cash. This has al- 
ready happened to 4-cent milk under 9-cent marketing. 

Machine packing and fuller protection with paper 
are provided under a new system, the Dodge-Pak— 
devised and patented by W. W. Dodge and pioneered 
by Holme and Siefert, shippers of Salinas. The essen- 
tial change involves placing of parchmentized kraft 
paper between ice and lettuce at each layer. This 
protects the lettuce from bruising by ice and reduces 
the amount of trimming required at the retail store. 
It is also claimed that the excess water of melting ice is 
detrimental to the lettuce and that the new pack 
minimizes this damage. 


Machine Packing 


That an irregular, fragile and leafy product such as 
lettuce can be packed by machine is a bit amazing. As 
far as I am aware, this is the first departure from hand 
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*b. Master container for holding six 10-lb. bags 
of potatoes for multi-trip use in shipment, as 
used by Schwab Commission Co. of Bakersfield, 
Calif. @. Crating of bagged potatoes facilitates 
handling in bulk from truck to train and vice 
versa. Also permits higher piling in the car. 
@- Machine for stapling bags to form easy grip 
closure to facilitate handling for both shippers 
and consumers. Courtesy Bemis Bros. Bag Co. 


packing of perishable fruits and vegetables. Even 
oranges are hand packed. The newly developed let- 
tuce-packing machine is fed by an operator who places 
the 16 or 20 heads necessary for one layer. These are 





then carried over the crate and dropped into place. 
Paper, ice and paper follow and the machine is ready 
for the next layer. Bulge is controlled by the feeder 
who places slightly larger heads at the middle than at 
the end. Placement of ice also helps. However the 
bulge is not excessive as in many packs that are put 
out by hand. 

Under the old system, three trimmers ordinarily 
served one packer and they could put out twenty to 
thirty crates per hour, depending, of course, on the 
lettuce. Five girls, a packer, and a machine are 
roughly equal to six girls and two packers. Economy 
in operation roughly covers the cost of the extra paper. 

A large eastern receiver of Dodge-Pak lettuce reports 
that his buying price is no higher than with other packs 
but that he finds it of definite advantage in increased 
sales and consumption of lettuce. Another handler, 
operating on a small scale, finds less bruising and less 
trim. The process is new and its advantages and ac- 
ceptance will be watched with great interest. 

\ comprehensive and most excellent treatise on 
lettuce marketing is the work of Raymond L. Spangler, 
Agricultural Marketing Service, United States Depart- 
ment of Agriculture. It is titled “Marketing Commer- 
cial Lettuce,” is listed as Technical Bulletin 712, dated 
January, 1940, and may be had from the Superintendent 
of Documents at Washington for 15 cents. 


Carrot Progress 


Many times questioned has been the practice of paying 
packaging, freight and handling charges on one-third 
crate of tops for each two-third (Continued on page 106) 
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BRITISH PACKAGERS 





A first-hand report, written especially for Modern 

Packaging by Denys Val Baker, Managing Editor 

of the British packaging journal, ‘*Shelf Appeal.” 

Subsequent articles from Mr. Baker will appear 
in future issues of Modern Packaging 


ver since the Germans started their air blitzkrieg 
there has been quite a widespread impression that 

life in Great Britain—and particularly in London 
has come almost to a standstill. Some of you Ameri- 
cans who have had occasion to visit us over here have 
arrived in a state of some anxiety and foreboding, half 
expecting to find London in total ruins and the rest of 
the country in a state bordering on chaos. And it has 
obviously given you a great thrill to discover a com- 
pletely different state of affairs—London (and Britain) 
carrying on almost normally, with millions of calm, 
well-fed citizens still going about their everday work. 
You have seen a country in which, by means of practical 
cooperation, adaptation to constantly changing condi- 
tions and ingenuity in overcoming all difficulties, the 
motto of “Carry On” has been well and truly observed. 
Let me say at once, then, that something of the same 
comparison applies to British business—to British 
marketing, selling, advertising, packaging and other 
similar activities. That is to say, the war has done its 
damndest to strangle ordinary trading, but by means of 
those precious qualities of cooperation, adaptation and 
ingenuity, British manufacturers and their advisers have 
so far been able to weather some pretty rough weather. 
For one terrible moment, during those first panicky 
weeks of the war, there was a danger of trade almost 
strangling itself; manufacturers issued wholesale can- 
cellations of advertising, held back production, sacked 
half of their advertising and selling men and pushed 
ideas of research, design and packaging right off their 
marketing horizon. Newspaper and magazine pub- 
lishers were immediately put at their wits end to find 


British packagers have converted the necessities of their situa- 
tion into advantages as demonstrated by these advertisements 
Note the phrasing immediately above the words ‘“‘Red, White 
and Blue” in the upper advertisement for a product for which 
glass has replaced tin. Note also the headline and the text of the 
Black Magic ad selling the absence of fancy trimmings (pro- 
hibited by government order) as a token of product quality. 


3A MODERN PACKAGING 





their customary financial support, and many of the 
lesser known publications were either killed stone dead 

hastily amalgamated. Advertising agencies, dis- 
play firms, package producers, design groups and re- 
search firms caught a great deal of the panic and in 
certain instances there were some most unsavoury 
large-scale sackings and wage reductions. The only 
possible excuse was that nine out of every ten Britishers 
expected the biggest air blitzkrieg in history within a 
few hours of the declaration of war; and it wasn’t until 
several weeks of quiet elapsed that some confidence 
began to be regained. In the stimulation of this con- 
fidence, sincere tribute is due to the British trade press 
which, with surprising unity, kept a remarkably cool 
head, first scolding manufacturers for such unworthy 
panic, secondly pointing out to them that it was, in any 
case, bad business and thirdly outlining, with some 
ability, various possibilities of maintaining a reason- 
able trade and developing a much larger compensatory 
overseas business. 

The progress of events in British trade from Septem- 
ber, 1939, to the present day has depended largely on 
the changing fortunes of the war. At first the initial 
German blockade and then the continual German suc- 
cesses, in Denmark, Norway, Holland, Belgium, and, 
finally, France were responsible for considerable pre- 
cautionary measures (pooling plans, rationing, Control 
Order after Control Order, continual restrictions on 
the use of almost every imported raw material). Then 
the Royal Navy’s efficient clearance of blockade, the 
strengthening contacts with America and the fuller 
appreciation of the unlimited possibilities of export 
trade drives in almost all parts of the world, except 
Kurope—these were events that encouraged more ra- 
tional trading activities. The big armaments boom of 
the summer, bringing fabulous earnings to factory 
workers (some munitions hands get as much as £10 or 
£12 a week), rather upset the financial balance and 
heralded the dangers of inflation, a danger which was 
averted by a combination of subsidies and direct and 
indirect taxation onslaughts (i.e., income tax, purchase 
tax—-direct; national savings, war bonds, Spitfire 
funds—indirect). Came the blitzkrieg, but it has been 
miraculously absorbed into the routine of business just 
as it has been absorbed into the routine of living and, 
as to its effect in material terms, I can best quote the 
revelation of our Minister of Home Security, Mr. 
Herbert Morrison, that some three months of German 
bombing reduced Britain’s manufacturing production 
(both for war and for export (Continued on page 62) 


British package manufacturers have entered into extensive co- 
operative campaigns to secure the return of used packages for 
re-use and to educate package-using manufacturers to an appre- 
ciation of the opportunities still available under wartime restric- 
tions. Typical of the efforts being made along these lines are 
these three ads. The uppermost ad represents a cooperative 


effort. The other two are sponsored by individual suppliers. 
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developed for the Liebert & Obert Brewery. The bottles 
are permanently labeled with fused-on color in vivid red 
and sparkling steel gray. The packages are reported to have 


| Unusual in the beer field are these 7-0z. bottles recently 


received wide acceptance for individual service both in restaurants 
and in the home. Each package holds approximately one 
glassful of beer. Bottles by Owens-Illinois Glass Co. 


) Although this new trinket box, sponsored by Lovell & Covel, 

has a conventional exterior, its structure is unusual since it 
™ is formed from a specially designed one-piece laminated 
blank scored and cut to fold for coverage in box paper. Lami- 
nated blank by Robert Gair Co., Inc. Box fabricated by 
Cambridge Paper Box Co. 


») The new plastic powder box of the Elmo Sales Corp. utilizes 
| urea materials in a shell-pink tint for both base and cover. 
The resultant container is reported to be sift-proof and hence 
suited for dressing table or traveling purposes. Trade name 
and company identification is restricted to chaste lettering 
which forms an integral part of the box top design. The fluted 
side walls facilitate opening and re-closure. Photo courtesy 
Plaskon Co., Inc. 


To secure 2-qt. sales units of its Old Time De Luxe bottled 

in bond bourbon, The H. E. Pogue Distillery Co. has used 

this tooled leatherette gift container aptly named the “‘treas- 
ure chest.’’ Bottles by Fairmount Glass Works, Inc. Labels by 
Fleming-Potter Co. Foil seals by Reynolds Metals Co., Inc. 
Chest by S. K. Smith Co. 


Simplicity of design adds to the effectiveness of this ship- 

ping container used by The Victoria Paper Mills Co. Note 

particularly how the color shadow serves to throw forward 
the panel carrying the product name. Box designed and manu- 
factured by Robert Gair Co., Inc. 
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The new labels for International Club Ale emphasize the 

patriotic theme, utilizing red, white and blue printed on a 

foil background. The blue of the central panel is a trans- 
parent ink, producing an attractive metallic effect. Labels by 
Reynolds Metals Co., Inc. 


Transparent acetate solves the problem of chalk smudges 

on the fingers of crayon users. These Poster Pastello chalk 

crayons reach the user sheathed in glistening tubes of trans- 
parent acetate material. Tubes made by John H. Oxley Co. 
Transparent acetate sheeting by Plastics Division, Monsanto 
Chemical Co. 


Using tall plain cylindrical containers for its After Glow 

pickles, the Madison Food Products Co. has cleverly pro- 

vided each package with a molded plastic pickle fork held 
in place by a transparent cellulose overwrap. Mustard is mer- 
chandised in squat containers with matching four-color labels. 
Glass containers by Hazel-Atlas Glass Co. 


A gift package from Britain shows the martial influence. 
Molded of plastics, this little khaki-colored helmet contains 
a plastic tray which, in turn, holds a perfume vial. A 
ribbon on the helmet facilitates its later use as a dress decoration. 


Chas. M. Higgins & Co., Inc., have developed a new pen 

filler quill molded of polystyrene. The plastic filler is 

considered superior to the natural feather quill hereto- 
fore used because of its uniform length and thickness and its 
resistance to the decomposing action of the ink. The company 
has retained the patented features of this closure, including the 
shoulder ridges which invite easy twisting for extraction of the 
cork and the non-rolling flat thumb rest which insures that the 
stopper will be in correct position for filling the ruling pen when 
it is extracted from the bottle. Polystyrene molding material 
by the Bakelite Corp. 


by the Wm. S. Scull Co. for its new Boscul peanut butter. 

The wide mouth facilitates access to the product and the 
lithographed single-shell closures are made in four series, each 
with a different recipe. Containers and closures by Armstrong 
Cork Co. 


| A semi-squat, lightweight glass container has been adopted 
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Auburn Rubber Corp. adopts novel 
display cards for syndicate store items 


ackaging for syndicate store merchandise seems 

to be an easy task. Yet, in actuality, it presents 

far more difficult problems than many another 

field where packaging appropriations are far larger and 
packaging and display opportunities far less limited. 

For this reason, any outstanding advance in the de- 
sign of packages for syndicate store merchandise is all 
the more notable in view of the handicaps which must 
be overcome. An outstanding series of new packages, 
developed for the Auburn Rubber Corp. by designer 
Martin Ullman, has recently reached store counters and 
is proving, at these crucial points, that ingenious, well- 
thought-out designs can lower costs and increase sales 
simultaneously. 

One of the most difficult of products to package are 
rubber soles. The sales unit consists of two of these 
soles plus a collapsible tube of cement and a metal 
scraper. It is not only essential that adequate display 
be achieved for the product, but, at the same time, pro- 
tection must be afforded to the tube and scraper and all 
four units must be held together. 

The designer solved the problem here by taking a 
single length of cardboard, printed on one side in two 
colors, and folding back on itself to form a two-faced 
stapled display card with a bottom pocket which holds 


the tube and scraper securely anchored and protected. 
A die-cut construction provides for the insertion of the 
bottom of the soles into the box area and the base of 
the card. This lends additional support to the card 
and, at the same time, reduces the number of staples 
required for attaching the soles to the card to two, the 
reverse side of the package being a continuous use of 
the same board. The economies involved in the pack- 
age structure permit the maintenance of a 10-cent price 
for the whole unit. 

Simpler is the package for Fix Fast, a cartoned tube 
of rubber cement of a size that literally invited pilfer- 
age. To provide adequate explanatory display and to 
minimize the pilferage danger, a simple two-color die- 
cut card was so constructed as to permit the insertion of 
the card’s flaps into the folds of the carton. 
sembled, the unit is capable of display, both in upright 
and flat positions, and the combination of the two-color 
carton and the two-color card gives a most attractive 
four-color effect. 

More difficult was the problem presented in the 
packaging of Ice Creepers. These are rubber sleeves 
which fit over the shoe’s instep and are equipped with 


As as- 


metal prongs which provide a firm grip for walkers on 
icey streets. Primary problem was, of course, the 
housing of the product with prongs exposed. 
ary was the desire to permit easy examination of the 
product, while, at the same time, protecting the prod- 
uct. A third essential demand was for a re-usable 
package which would permit the wearer to replace the 


Second- 


I. A single piece of board printed on one side only forms front 
and back display panels and a pocket for tube and scraper ac- 
cessories. 2. A single die-cut card is attached by tabs to the 
folding carton holding Fix Fast rubber cement and thus reduces 
pilferage while providing a four-color effect via two two-color 
printing jobs. B. A single accordion-folded piece of board forms 
a double protective pocket and re-use container for these metal- 
pronged rubber Ice Creepers. 4. Ingenious construction so 
simplified assembly operations on this rubber sole set as to 
provide substantial production cost savings while improving 
Cards folded to 
serve to identify 
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Creepers and carry the Creepers’ package conveniently 
in an overcoat pocket. 

The solution to all these problems was found in a die- 
cut length of board printed on both sides in two colors 
and folded in a Z shape. The Creepers were buttoned 
around the central leg of the Z and the other two flaps 
tucked cartonwise into place, providing a secure, pro- 
tective folder with ample display space for explanation 
of the product’s function. These covers are so de- 
signed that one may be opened to show the product 
with the unit made to stand as an attractive vertical 
display. In such cases, the opened cover is turned 
back to form an easel. Extensive areas for explanatory 
data are available and have been well utilized with both 
worded and _ illustrated explanations. Despite the 
seeming complexity of the unit, cost is held down to a 
minimum and assembly costs are likewise very low. 

Another rubber sole package was developed for the 
company’s premium line selling (Continued on page 106) 
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Full advantage has been 
taken of the ordinarily 
wasted space on the 
carton back. Each 
product carries its own 
recipe instructions and 


illustrations in full color. 


New Foulds’ packages are built around informa- 
tive data and consumer convenience features 


ost macaroni product packages have recently had 

to be redesigned to conform to the requirements of 

the Food, Drug and Cosmetic Act. Confronted 

with this situation, the Foulds Milling Co., however, 

saw in it not an expensive and onerous duty, but an 

opportunity to re-plan its containers from the con- 

sumer’s viewpoint for greater convenience and larger 
sales potential. 

It embarked upon extensive researches among retail 
and wholesale distributors and consumer groups and, 
as a result of these researches, has completely redesigned 
both its inner cartons and its outer display wraps. 
Yet it has succeeded in maintaining sufficient resem- 
blance between the individual packages and between the 
old and new containers to maintain existing good will. 
This was done largely by retaining the red, blue and 
yellow color scheme which characterizes both the old 
and the new containers. 

The new cartons have been rediminsioned to conform 
with the slack-fill requirements of the Food and Drug 
Act. The inner carton, formerly left blank, now carries 
detailed recipes and complete (Continued on page 52) 


Below: The new cartons are seen at the left as contrasted with 
the old at the right. In bottom row, the inner carton with its 
new informative panels. In center row, illustrated color panels 


on back of carton. In top row, new photographic carton front. 

















A nlus quality in the use of ink 


by FABER BIRREN 


In packaging there may be a lot more to a printing ink 
besides its color. And in color there may be a lot more 
than meets the eye. Call it texture, tactilism, surface 
quality—it’s an added dimension in package design and 
production and one that may be effectively capitalized 
upon to delight the consumer. 

Assume that yours is a problem in new package de- 
sign. You manufacture a product and want to make 
it both conspicuous and tempting in a new container. 
You consider design, typography—and color. The last 
element gets you to making comparisons with the 
colors used by your competition. You may work out 
various effects and submit them to consumer research. 
You arrive, for example, at the color blue and feel 
confident that your decision is the right one. 

But, there are many types of blues, light ones and 
dark ones, greenish ones and purplish ones. You con- 
sider this also and, after due deliberation and test, 
come forth with the one perfect tone. You have it 
painstakingly matched and standardized. You specify 


it to the printer and then perhaps take a breath and 
go on to another job. 

However, if you are at all conscious of new develop- 
ments in the printing ink industry, you may reach the 
stage of the perfect blue tone and then add to it another 
supplementary but important element — texture. A 
blue, yes. But what particular surface quality should 
this blue possess? What would make it most appro- 
priate to the product, most compelling to the buyer? 

After all, there are sure to be a lot of other blue 
packages, if not the containers of your competitors, 
then other packages on the dealer’s shelf. Yet if you 
know your textures as well as your hues, your package 
may be given a distinction that sets it quite apart from 
anything else. 

Psychologically all humans recognize texture as a 
plus quality in the sensation of color. The blue of the 
sky may match a blue piece of stock—but in hue only, 
not in substance or tactile quality. The blue you see in 
a porcelain vase, a Christmas tree ornament, suede 














GLOSS INK—Printed in one impres- 

sion, it dries to a hard, lustrous finish. 

Applications are suggested for products 
having a sheen to them. 


DULLTONE INK-Soft and velvety 

to the touch, rich and vivid to the eye, 

this ink is ideally suited to products 
having the same refined qualities. 





leather, the petal of a flower—all may match as far as 
color tone is concerned. Yet each will be different be- 
cause of its texture and each may express a singular 
beauty that is less remote from package design than 
one might gather at first thought. 

To make such comparisons tangible and visible, this 
article has been illustrated with a few new (and old) 
textures from the ink maker’s laboratory. While a 
variety of different colors are shown, they might con- 
ceivably all be the same—all blues, or reds, or greens. 
One has the glossy quality of lacquer. One is soft, an- 
other metallic. Another has a “bleeding” quality which 
gives a curious duotone effect in halftone screen. 
Another is sheer, flexible and resists abrasion. 

The point should be obvious: if color enhances a 
package, then texture will enhance the color still more. 
The container will have “touch” appeal as well as eye 
appeal. It will be a superior container and, because it 
will be more complete in its beauty, it will suggest 
quality. Just as a blue suit will look better in wool than 
cotton, in silk than sateen, so may a right texture 
spell the difference between the commonplace and the 
distinguished. 

There are many advantages to unusual ink textures 
that go far beyond mere novelty. One of these is appro- 
priateness. Almost any product will find an appro- 
priate ink texture. Plastics, glass and metal all are 
glossy in nature and suggest the gloss ink. Again, 
powders, textiles and the like, inherently soft, suggest 
the dull ink. In other products will be found textures 
corresponding to hued metallic inks, two-tone inks. 
Utility and serviceability suggest the non-scuff ink. 
There is an excellent opportunity to relate product to 
ink and thereby to introduce a new quality in the color 
scheme that has a tactile, or “touchable” beauty as 
well as a visual charm. 

Of equal importance is the ability to adhere to simple 
color elements and yet keep them novel and out-of-the 
ordinary. Successful merchandising with the package 
must contemplate the use of colors having unmistak- 
able attention value, identity and appeal. In other 
words, experience, trial and test show that the average 
container needs memorable and clearly distinguish- 
able colors. The palette of the package is therefore 
limited and must be confined to more elmentary hues 
such as red, yellow, green, blue. To wander apart in 
subtle tones is to confuse the eye and mind of the 
buyer, to handicap easy identification and to make 
the package obscure rather than outstanding. The man- 
ufacturer who, for the sake of being different, resorts 
to off-shades and indefinite hues, risks the chance that 
his package will fail to do the job expected of it. Good 
colors are those that stick in the memory, that catch 
the eye in a glance and can be identified without ques- 
tion. Such colors sell goods because they build up 
pictures in the buyer’s mind that are clear and distinct. 
Poor packages and poor colors are those that fail to 
get seen or, if seen, fail to make much of a visual or 
mental impression. 
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With attention paid to texture, the simpler and, by 
that grace, the best colors may be employed. Red, 
yellow, green, blue—compelling all—may be given a 
novel appearance and interpretation. The package may 
be unique and original, but nonetheless comprised of 
the most elemental and impulsive hues. 

The manufacturer, advertiser or package designer 
has but to know of these new inks, understand their 
appropriate beauty and then apply them, having cer- 
tain features and limitations in mind. 

Here are a few notes on the particular inks illus- 
trated on these pages. 

Gloss inks have wide application and work eflec- 
tively on most types of labels, coated and patent stocks. 
They usually have great coverage and will cover more 
area than regular inks. The vehicles in gloss inks dry 
on the surface to a smooth, sheer finish. There is less 
penetration into the stock. This results in a hard, dur- 
able coating that is non-rubbing in quality. High qual- 
ity gloss inks vie with the beauty of regular inks that 
have been given an extra coating of varnish. They, 
therefore, are extremely economical because they 
require but one impression. 

Dulltone inks, contrary to gloss inks, are soft in sur- 
face quality. They lack shine and have the rich beauty 
of the matte finish. Because they diffuse light almost 
equally in all directions, they give a package the appear- 
ance of suede or, to stretch the imagination, the fuzz 
ona peach. They also work well on most types of stock. 
However, they lack non-rubbing qualities and are 
therefore best used on smaller containers which either 
are double-wrapped or subjected to a minimum of 
handling. In dulltone inks there is a higher proportion 
of pigment to vehicle. The vehicle, in fact, more or less 
holds the pigment on the surface and therefore allows 
for a richer intensity of hue than is possible with other 
inks. Where such vividness and softness is desired, the 
dulltone ink ranks tops. It has the charm of tempera 
and watercolor techniques used by the artist and gets 
totally away from anything harsh or mottled. 

The hued metallic inks combine the use of trans- 
parent colored toners with aluminum pigments. They 
work well on most stocks and have excellent resistance 
to abrasion and handling. The glint of hue with silver 
makes them exceptionally beautiful—and expensive 
looking. Yet they sell at reasonable prices, require no 
special attention and may be printed efficiently on all 
types of equipment. They serve a real purpose on label 
and carton stocks and offer a startling departure from 
conventional ink. 

The two-tone ink is designed for halftone and 
screened engravings. It is a remarkable development 
of the ink chemist and has its application, in package 
designs and displays, where the softness and realism of 
the halftone cut is wanted. Two-tone inks require fairly 
absorbent stocks. They are scientifically adjusted to 
bleed slightly on contact with the printing surface. 
This bleeding action spreads the color out into thin 
films that vary from strong darks to pale, transparent 





METAL TONE INK — Combining 

color with a metallic pigment, this ink 

has unusual beauty and allows for new 
and original color effects. 


MULTI-TONE INK- A one-impression 

halftone ink that “bleeds” when it hits 

the stock, resulting in a two-color effect 
that is both novel and appealing. 

















NON-RUBBING INK—Run your fin- 

ger over this lacquer-like surface. Here 

is real protection for containers which 
must withstand abusive handling. 


tints. The visual result is one that resembles the older 
duotone method in which two tones of the same inks 
were printed separately in two impressions. The two- 
tone ink in consequence is economical. It offers one of 
the nearest approaches to actual photography possible 
in letterpress. The engraving screen, whether coarse or 
fine, tends to disappear as the ink bleeds slightly. 
There is softness and subtlety in the finished job that 
is highly pleasant to the eye. 

The non-rubbing ink is, as its name suggests, a 
practical, colored surface that will take more than an 
average share of abuse. Such inks are glossy in texture, 
but have a lacquer-like finish that is durable protec- 
tion against rough handling. Here utilitarian qualities 
are added to an inherent lustre—a good-looking ink 
and a wise one to use on many containers. 

Since the world has witnessed a sort of renaissance 
in the use of color, the brighter and more generous use 
of hue steadily fails to prove phenomenal these days. 
Most packages have been improved in recent years. 
Good, intense color is now the rule rather than the 
exception. This means that packages in the future 
must resort to new tricks and devices if further progress 
is to be shown. Fortunately, the activity of the ink 
maker in the development of new textures opens up 
new avenues of expression. New and individual sur- 
face qualities may not only be cleverly employed, but 
they may also be creatively combined. Gloss inks may 





be harmonized with dull ones. Metallic inks may frame 
two-tone inks. Variety may be sought in the “touch” 
of inks as well as in their visual aspect. One may con- 
ceivably design packages having a “skin-you-love-to- 
touch” quality — catchy to the eye — smooth, sleek or 
silken to the fingers. 

Conceivable also is the package of the future in 
which the tactile elements of ink texture may affect 
and influence shapes, forms and designs. One is re- 
minded of the Indian potter who models his water jug 
with eyes closed, then decorates it with his eyes open. 
Surely lustrous inks, dull inks and metallic inks all 
suggest unique design forms. A bit of serious study may 
inspire the package designer to new achievements, new 
angles and slants. 

The going gets tougher as containers in general reach 
higher standards of perfection. New wellsprings have 
got to be tapped. There’s real “gold” in ink textures if 
a person will take the trouble to go out after them. 

Credit: The inks used for this article have been 
manufactured by the Eagle Printing Ink Co., Division, 
General Printing Ink Corp. Printed on Richgloss 80-lb. 


Made by Dill & Collins, Ine. 


A Check-List of Unusual Ink Textures 


In addition to those illustrated in this article, check 
the following: 


[] Glossy process inks: for that shiny, sheer 
appearance. 


Dulltone process inks: for that velvety, peachy 
feel. 


Washoff inks: to let the buyer make clean dust 
rags out of printed cotton bags. 


-— ie? ee 


Water-soluble inks: a novelty — touched with 
moisture they turn from black to red, yellow, 
green, blue, etc. 


Abrasive inks: they are seemingly invisible but 
show up if a pencil or crayon is rubbed over them. 


Invisible inks: will show up when touched with 
certain chemicals. 


Fluorescent inks: will glow with color under so- 
called “black” ultra-violet light. 


Inflammable inks: will burn out designs and 
words on a sheet of paper. 


Alcohol-proof inks: to resist liquor and alcoholic 
preparations. 


Alkali-proof inks: for soaps and alkaline agents. 


Oil-proof inks: will resist oily substances without 
dissolving. 


Heat-proof inks: will stand heat, hot paraffin. 


So Gf CG Hu 


Rub-off inks: such as used on bank checks and 
meal tickets. 








Army Tood label controversy 


onsiderable agitation has been aroused among 
canners and those supplying the canning trades 
by recent Army specifications for canned goods 
which incorporate the requirement that the canner 
discard previously used multicolor labels in favor of 
single color printed labels of a nondescript character. 

The Army purpose, it is believed, was to secure 
lowest possible cost. Canners and distributors, how- 
ever, are of the belief that alternative methods of pro- 
cedure might provide the same economies without 
creating any of the undesirable effects inherent in the 
proposed one-color labels. 

Among these undesirable effects is that upon the 
morale of the armed forces themselves. The belief 
has been expressed that the appearance of unbranded 
foods would convey the impression to the “draftees” 
that economies were being made at the expense of 
food quality. A second major consideration disturb- 
ing the canners lies in the fact that the large proportion 
of our population, now being drawn temporarily into 
the armed forces, constitutes a substantial segment of 


the food-producing market. A year’s withdrawal from 


Canners disturbed by Army specification 
of one-color label propose alternative plan 


all contact with established brands would serve to 
disestablish their identity in the minds of this large 
segment of the population. 

Were there no alternative way of achieving the 
desired economies, canners might more readily accept 
the crude one-color label which has been proposed. 
Drawing, however, upon British experience, they feel 
that a far more preferable alternative has already been 
developed and proven. 

In Great Britain, each manufacturer preparing and 
delivering foodstuffs to the British forces has been 
allowed to retain his trade mark, color combinations, 
brand name and other identifications in the form of a 
strip label not exceeding 20 sq. in. in area. 

The canners maintain that these small strip labels 
could be adopted in this country for army purchases 
and produced at as low a figure as the cheap, one-color, 
full-sized, printed labels. Thus each canner could 
maintain his private trade mark and color combination. 
Manufacturers of labeling equipment have reported 
that their machines, properly adjusted, will handle the 
strip type of label economically. 


Left: A conventional commercial can label. Center: How the label would look if new government specifications are to be 
continued. Right: Providing the same economies, this strip label, along the English model, would preserve brand identification. 
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few years ago, someone with an artistic turn of 

mind at the Reliance Pencil Co. produced a new 

container for dozen lots of Templar pencils. Taking 
his theme from the name of the product, he utilized a 
full color rendition of one of the Knights Templar on a 
two-piece carton in which the cover telescoped partly 
over a tray which held the pencils. 

The package was beautiful—of that there was no 
doubt. 
saved a bit on its outer box, which held six of the 
highly decorated containers, by using unprinted box 
wraps with a two-color end label. The inner package 
suffered from another difficulty beyond its high cost, 
however. It did not lend itself to display in a field 
where the package must force the dealer to display the 
product or display will not be given. 

Reconsidering its problems, the company and its 
package suppliers have recently developed a new dozen- 
pencil container—an ingeniously constructed folding 
carton so designed as to permit its speedy conversion 
into a self-easeling display. The redesign reduced the 
number of color printings necessary to two. 


It was also expensive—and so the company 





Redesign cuts package costs 


Reliance Pencil Co. increases package display 
value while reducing number of colors utilized 


Reinvesting the saving in the outer package, the 
company was able to adopt a two-color box wrap of 
design similar to the inner package. Both the 1-doz. 
and 6-doz. containers used a yellow and blue color 
scheme, with reverse line drawings of the Templar 
trade mark appearing in white on blue background. 

The net result of the packaging change has been an 
improved outer container, a lower cost inner container 
and a package which earns more display and hence aids 
the dealer to larger sales. 

Credit: Cartons and box wrap produced by Brooks 
& Porter, Inc. 


Above: The full-color repro- 
duction on the old Templar 
package (left) could seldom 
be seen in the retail store 
since the package lacked dis- 
play features. The new unit 
is self-easeling and hence 
earns increased display. Left: 
Savings effected by the re- 
design of the 1-doz. pencil 
boxes permitted the company 
to re-make its 6-doz. boxes 
as well. The old packages 
seen in the background con 
trast sharply with the im 


proved redesigned containers 
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YRED BY HORLICK’S MALTED MILK 
RACINE- WISCONSIN *U-5- 
NET WEIGHT v4 q pounds 


any a manufacturer who devotes much painstaking 

care to the design of his consumer-used containers 

is content to utilize stock containers, not specially 
designed for his products, for the packing of bulk goods 
used by the retailer or by other volume users. Not so, 
however, the Horlick’s Malted Milk Corp. which has 
recently placed before dealers a new 25-lb. can of malted 
milk powder incorporating five distinct convenience 
features, each of which was developed to meet dealers’ 
special use requirements. 

In so doing, the company has recognized the tre- 
mendously important part which retail distributors can 
play in building up consumer acceptance for a product 
and it has sought, therefore, to earn the good will of 
the distributor to such an extent as to preclude any 
tendency on the dealer’s part to shift to other brands 
because of price competition or for similar reasons. 

The company formerly marketed its fountain brand 
of malted milk powder in a bulk tin with a slightly 
domed top and a wide screw cap closure located cen- 
trally on the top. While the container was fully up 
to the accepted standard in the trade, the company felt 
that it was lacking in a number of convenience features. 
The protruding closure prevented stacking of the con- 
tainers. Its central location made pouring difficult and 
spilling almost impossible to avoid. The smooth walls 
of the container and the absence of suitable grips 
sometimes made for difficulty in lifting and pouring. 
Sharp edges around the closure opening necessitated 
constant care, on the part of fountain attendants, to 
avoid cutting their hands. 

The new container sought to overcome all these 
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Horlick’s new bulk container never reaches the con- 
sumer—but has been designed as carefully as if it did 


difficulties and to add additional convenience features. 
The closure opening was placed off center to insure a 
free flow of powder and to prevent spilling and waste. 
In its present location on the new can, the very last 
bit of powder can be easily gotten out of the closure 
opening and the distance of fall of the powder from the 
opening to the fountain container is greatly shortened. 
This in turn reduces the possibility of spilling outside 
the desired area. 

In place of the former screw thread, a six-lug lock-top 
closure finish has been introduced. This permits of 
quick tight closing, yet allows for instant opening of the 
closure with but a fraction of the turn formerly re- 
quired. To prevent the absorption of atmospheric 
moisture by the product while in storage or awaiting 
use at the fountain, an odorless gasket has been placed 
inside the cover. The closure edges have been beveled 
to provide protection for the fountain man’s hands. 
Finally, with the moving of the (Continued on page 52) 


The old Horlick’s 
container at the 
left contrasts 
sharply with the 
new can seen above. 
Note that oppor- 
tunity has been 
taken to redesign 
surface decorations, 
as well as to im- 












































prove the more basic 
functional features. 




















REALISM VIA MOLDED LATEX 


A startlingly realistic display emphasizes the central 
theme of the advertising and promotion campaign of 
the Boston Beer Co. in promoting its Boston Light 
ale and beer. This firm, America’s oldest brewery, 
has utilized a pun on the word “light” to tie in its 
product with the land mark familiar to all New Eng- 
landers. It seemed but a natural step, therefore, to 
utilize, in one form or another, a reproduction of the 
Boston Lighthouse as a back bar display symbol of the 
product. The tie-up was particularly appropriate in 
that the oldest brewery and the oldest lighthouse are 
thus related in the public’s mind. 

The display has been manufactured of a latex rubber 
molded composition reinforced to give the strength 
required by its 2-ft. height and colored with special 
inks and lacquers. Railings are made of printed tin- 
plate and a translucent sheet material forms the light 
chamber at the top of the display. Fitted with a 
flasher having a six-second cycle, the unit has caught 
the fancy of retailers and has been accorded the most 
prominent positions of back bars, counters, shelves 
and windows. 

Credit: Display designed and fabricated by Chaspec 
Manufacturing Co. 





OLD BRAND RE-INTRODUCED 


The name Gato is an old one in the cigar field, but one 
which has not been utilized for the last 15 years. Thus, 
when The Deisel-Wemmer-Gilbert Corp. re-introduced 
the cigar in the spring of 1940, it found ready accept- 
ance among old smokers who remembered the brand. 

But to younger smokers who constitute the major 
potential market, the name was simply another name 
having no connoiations as to tradition or quality. The 
company therefore felt that it was necessary to develop 
some unusual form of package which might be utilized 
during the Christmas season to secure a fair trial of the 
product by new potential smokers. 

The thing sought after was a package possessing high 
display value and an attractive appearance plus re-use 
utility that would justify its purchase in the highly com- 
petitive holiday gift market. To accomplish this pur- 
pose, a gift box was developed, utilizing boxboard cov- 
ered with a birch reproduction paper and set in a metal 
frame. The sturdy container thus formed was given 
further utility by the addition of a hinged lift-lid which 
rose to disclose a mirror and a chromium plated lock. 

Credit: Box by Stone Associates. Christmas top by 
Consolidated Lithographing Corp. Transparent cellu- 
lose by FE. I. du Pont de Nemours & Co., Ine. 
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OUTDOING THE EUROPEANS 


It is no secret in the cosmetic trades that many of the 
packages which were supposed to stem from Paris or 
London have always been made in the United States. 
Since the start of the war, however, manufacturers 
have been more free in admitting this and those con- 
tainers which were formerly “imported” are now being 
made by domestic producers. 

An outstanding demonstration of the quality achieved 
by American workers in this field is found in the new 
Gala Performance perfume and eau de cologne pack- 
ages marketed by Helena Rubinstein, Inc. Here 
delicate bottles in the form of figurines representing 
ballet dancers have been developed. These, with little 
ballet skirts tied on, make a most pleasing appearance 
when housed in mirror-back boxes especially designed 
for the new containers. The boxes, of quarter circle 
shape, are covered on the outside and base with gold 
foil and their inner walls are likewise lined with foil 
simulating blue mirror and centering light reflections 
upon the polished and partly cut glass. Acetate sleeves 
fit over the boxes to form a dramatic window effect. 

Credit: Bottles by Carr-Lowrey Glass Co. Boxes 
by Waterbury Paper Box Co. Acetate sheeting by 
Eastman Kodak Co. 
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AWAY FROM BRASS TACKS 


Housewives like gayly colored thumb tacks. Dealers 
like brass tacks and the answer to this difference in 
op nion is not hard to find for dealers have discovered 
that thumb tacks are among the most difficult of prod- 
ucts to handle on open display. 

Traditionally the tacks are inserted into heavy card- 
board (known in the trade as tack board) and when 
placed on display, some at least are almost certain to 
become dislodged and lost, causing the entire block to 
become unsalable. On the other hand, uncolored 
tacks can either be sold enclosed in cartons (since their 
color does not have to be demonstrated) or, if tack 
board is used, the dealer can refill cards which have lost 
some tacks by taking other tacks from stock. 

This situation has existed for a number of years and 
it remained for the Waterbury Tack Co. to do something 
effective about it. The solution, once developed, is 
simplicity itself and consists of a printed cellophane 
overwrap which places an attractive trade mark on the 
front or top face of the package, but leaves the majority 
of the tack fully visible to the consumer. The side and 
back printing serves to hide the raw edges and un- 
coated back of the tack board and also provides space 
for the promotion of other items. 

Credit: Wraps by Milprint, Inc. 











REDESIGN FOR GIFT SALES 


The Dazey Churn & Manufacturing Co., Inc., is known 
to millions as a manufacturer of ingenious kitchen 
accessories, among the best known of which is its 
crank-operated can opener. Having noted an increas- 
ing gift sale of its De Luxe model, the company decided 
to repackage this item in a container deliberately 
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SELLING BY SHOWMANSHIP 


Luggage style corrugated boxes have received wide 
acceptance within the last two years for the packaging 
of numerous products which might conceivably be 
carried by the consumer, either from store to home or 
for purposes of after use. Some of these applications 
have represented real contributions to dealer and con- 
sumer convenience. Others have been more in the 
nature of novelties. One, however, which made its 
appearance during the recent Christmas season, was 
designed more for sales presentation purposes than for 
the ultimate consumer. 

To put a final high note of showmanship into its 
Christmas promotion of bedspreads, Bates Fabrics, 
Inc., placed three of its best-selling items—each indi- 
vidually packed in a decorated box—into a specially 
fabricated corrugated box equipped with a carrying 
handle. The container was decorated with bright 
colored stripes and the board had-a surface texture 
simulating that of airplane luggage. The Bates trade 
mark and slogan appeared at the center of each of the 
side panels. 

One of these luggage style boxes was carried by every 
jobber salesman calling on the trade during the selling 
season prior to Christmas. Salesmen were instructed 








differentiated from the rest of its line to emphasize its 
gift potentialities. 

To this end, it recently introduced the product in a 
folding carton of embossed metal foil with the Dazey 
name and legend printed in reverse lettering on panels 
of either green, red or black. These panels serve the 
function of identifying the trim color of the can opener 
packaged within and thus make it possible for the dealer 
to sell from demonstration models without ever opening 
the sales container. The color variation between the 
packages lent itself extremely well to an attractive 
display arrangement of the cartons and thus served, 
in the retail store, to increase the display space. 

The package is reported by the company to have 
been most successful in two respects. First, it sub- 
stantially increased gift sales in outlets which had pre- 
viously carried the product in the old container. 
Secondly, it permitted the company to open up a whole 
new series of outlets among gift shops which would not 
ordinarily welcome a product packaged in the conven- 
tional style of hardware items. 

Introduced to the market in late September of 1940, 
the new container built up a substantial increase in 
sales volume for the De Luxe can opener as compared 
with the volume achieved in the previous year. 

Credit: Cartons designed and manufactured by the 
Reynolds Metals Co., Ine. 
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to place the box down and proceed with their presenta- 
tion to the dealer, while his interest in the unique con- 


tainer increased. As a climax to the presentation, 
when the mystery of what came in the luggage kit had 
reached a high point, the salesman would dip into the 
“surprise package” for actual samples. 

So effective was the presentation that the entire 
production of the company’s Christmas line was sold 
many weeks prior to the end of the normal wholesale 
Christmas selling season, according to company offi- 
cial reports. 

Credit: Box manufactured by The Hinde & Dauch 
Paper Co. 
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Look at your boxmaker before you leap into your sales-promo- 
tion campaign. Can he supply your boxes in large quantities? 
Can he supply them quickly to meet new orders? Will the qual- 
ity of the boxes suffer if you pressure him for increased production? 

Burt has a huge, modern plant exclusively devoted to the 
production of boxes, cartons and merchandise displays. Boxes 
are produced rapidly because they are made automatically on 
machinery we have designed and built ourselves. Round, small 
window or transparent boxes are available in large quantities— 
and of a uniformly high quality insured by Burt's high-standard 
inspection set-up. 

Central plant location allows for overnight deliveries to key 
points in the South, East and Middle West. Burt’s design and mer- 
chandising services are available to all of our customers. 

Consult us for boxes, cartons or merchandise displays. 





Ff. N. Rurt Company, Inc. 


300-540 SENECA STREET, SUTIALC, we. Ft. 
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FOR CLOSURES 


that sell as 
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SEE ARMSTRONG 


Armstrong 


is closure headquarters 








Redesigned from consumer’s 
viewpoint 


(Continued from page 40) 


cooking directions on its principal face. These are 
placed on the inner carton so that they will always be 
available to the cousumer even though the outer wrap 
may have been destroyed. Likewise with the thought 
of consumer interest, the name and picture of the prod- 
uct has been placed at either end of the inner car- 
ton. This facilitates identification when the carton is 
on the pantry shelf. 

The outer wraps have been redesigned to incorporate 
photographic illustrations of the contents to facilitate 
identification at a glance and to aid both consumer and 
dealer in selecting exactly the variety of product de- 
sired. These illustrations have been made not only 
with the consumer in mind, but with thought as to the 
needs of modern, general store merchandising methods 
and with the purpose of furthering impulse buying. 

The informative labeling requirements of the law 
have resulted in text changes on both the outside wrap 
and the inner carton. A panel has also been placed on 
each outside wrap in which the company makes a 
premium offer to the consumer. This offer information 
is superimposed on a red background and thus allow- 
ance is made for either its later elimination or change at 
a minimum plate cost. Shipping cartons have also 
been redesigned to conform with the package design. 

The new line reached the market late in 1940, yet in 
the few months in which it has been offered for sale, 
the company reports the achievement of impressive 
sales increases which it ascribes, in their entirety, to the 
new containers and to the manner in which they have 
been designed to serve the interests of the retailer and 
the ultimate consumer. 

Credit: Wraps by Cuneo Press, Ine. Cartons by 
National Carton Co. 





Design for dealers 


(Continued from page 17) 


closure opening to an off-center position, it has been 
found possible to place a convenient top handle on the 
container and thus to further facilitate transfer of the 
product to the fountain jar. 

With bulk packages of this sort, the effect of the 
container on sales is, of course, more difficult to measure 
than in the case of over-the-counter retail packages. 
The company, however, reports an unexpectedly favor- 
able retail reaction to the new containers and antici- 
pates a continued building of good will as additional 
retailers become acquainted with the new package as it 
moves into stock. 

Credit: Cans designed and manufactured by the 
Continental Can Co., Ine. 
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FOR GLASS CONTAINERS 
that build sales for your products 


SEE ARMSTRONG 
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ODAY the packaging trend is toward uni- 
fied packaging—one reliable source of 
supply for both closures and glass containers. 
As headquarters for complete glass pack- 
ages, Armstrong offers its laboratory, engi- 
neering, and Package Merchandising facilities. 
First, Armstrong analyzes your sealing re- 
quirements and recommends the most depend- 
able type of closure for your product. Equal 
care goes into the selection of the right glass 
container. And finally, both closure and con- 
tainer are styled with colors and design to give 
your package maximum display value. 

Our services are available to all customers 
without charge. For full details, 
write Armstrong Cork Company, 
Glass and Closure Division, 916 


Ar mM st me. n fe Arch St., Lancaster, Pennsylvania. 
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Someone making dessert powder 





will pick up this idea. . 
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Dessert powder is mentioned by way of example. 
Many other products which should be packed 
hermetically, completely protected from moisture 
change, can also be packed better in Heat-Sealed 
Aluminum Foil. With this type of package it is 


possible to obtain the following: 


PROTECTIVE ADVANTAGES: 
100% Airtight 100% Waterproof 
100% Vaporproof 
100°, Lightproof 10000 Siftproof 


CONSUMER ADVANTAGES: 
Product is received factory-fresh, as packed. 
Easy to open and empty out contents. 


Compact for carrying in pocket or purse. 


MANUFACTURING ECONOMIES: 
May be formed, filled, and sealed rapidly on 
a single automatic machine. 
Possible to eliminate several packaging opera- 
tions in many instances. 
Possible to reduce the number of the materials 
needed for the complete package. 
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Products packed in Heat-Sealed Aluminum Foil 
have been on the market for two years. They in- 
clude food products in powder form, drug prod- 
ucts in tablet form, and other articles needing 
moisture protection. 

These successful uses have proved that the 
advantages named are obtainable. Also, that Heat- 
Sealed Aluminum Foil packages can be made 
most attractive by colorful printing or by attach- 
ing labels. 

The packages are made from webs of Alcoa 
Aluminum Foil, combined with a_heat-sealing 
medium. The foil feeds into a machine specially 
constructed to form, fill, and seal a package of the 
type and size required for the product. When 
desirable, it is inserted in a paper box or carton 
for marketing. 

This is but a general story of things that have 
been done and might be done with Heat-Sealed 
Aluminum Foil. The future will see many new 
applications developed. If you think there are 
possibilities of employing this type of package for 
your product, we shall be glad to explore the 
problem with you and see whether your specific 
needs can be met practically and economically. 

Write Aluminum Company of America, 2129 
Gulf Building, Pittsburgh, Pa. 


Aluminum Company of America makes no packaging 
machinery. but furnishes Alcoa Aluminum Foil. to 
specification, for fabrication by packaging specialists. 
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This is but one of several forms 
in which Heat-Sealed Aluminum 
Foil can be used for packaging 
hygroscopic products. In this 
form it would be suitable for put- 
ting up dessert powder packed 
in a box. 

In the form of an envelope, 
bag or pouch, Heat-Sealed Alumi- 
num Foil can be used for various 
powders, crystals or granular 
products. In the form of a 
packet or a continuous tape with 
individual cells, it can be used 
for tablets, pellets, troches, and 
other small solids. 
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Grade Labeling Goes to Town 


Proponents of the use of Government A, B and C 
grades in the labeling of canned fruits and vegetables 
scored their greatest advance to date in the announce- 
ment of the decision of four major chain organizations 
to utilize grade labeling on their private brands. The 
parade was led by the Atlantic & Pacific Tea Co. which 
is changing over 120 of its labels. The company’s A 
& P and Ann Page brands will be labeled Grade A. 
Its Sultana brand Grade B and its [ona brand Grade C. 

Other companies adopting similar programs include 
the Kroger Grocery & Baking Co., operating in 19 
north and southcentral states; the Grand Union Co., 
operating in New York and adjacent eastern states and 
the D. Ponder Grocery Co. with stores located through- 
out the southeast. 

The decision was taken following a series of con- 
ferences with the National Consumer-Retailer Council, 
Inc., which has set up a committee on food labels con- 
sisting of representatives from consumer groups, food 
distributors, canners and government experts. The 
committee sponsored a series of meetings between rep- 
resentatives of the General Federation of Women’s 
Clubs, the American Assn. of University Women and 
the American Home Economics Assn. and representa- 
tives of the National Assn. of Food Chains. Out of 
these discussions developed the program for one year’s 
trial period of experiments whereby the retailers are to 
use grade designations based on U.S. standards and to 
attach informative and grade labels approved by the 
National Consumer-Retailer Council. 

The development is significant in that it represents 
the first fruits of cooperation between the major organ- 
ized consumer groups and major forces in the retailing 
field. Each of these chains is in a position to promote 
its private brands and the adherence of these brands 
to the new program in a way which may have a pro- 
nounced effect upon the sales potentialities of ungraded 
merchandise or merchandise graded by other systems 
in the stores of these chains. 


Extension of Food Act Exemptions 

The following notice has been sent by W. G. Campbell, 
Commissioner of Food and Drugs of the Food and Drug 
Administration, to food manufacturers: “Before the 
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Federal Food, Drug and Cosmetic Act of 1938 became 
effective, the Secretary of Agriculture, acting under the 
authority of section 902(a)(2) of the Act, exempted for 
periods of about two years a number of food products 
from the provisions of section 403(i)(2) of the Act, 
which require label declaration of ingredients. The 
purpose of the exemptions was to afford time for the 
formulation, promulgation and effective application of 
definitions and standards of identity for these products. 

“The products involved were white bread, whole 
wheat bread, milk bread, raisin bread; evaporated 
milk, sweetened condensed milk, malted milk; un- 
mixed immature canned vegetables (properly prepared 
and with water not in excess of the amount necessary 
for proper processing, with or without added salt or 
sugar or both, but with no other added substance), 
unmixed canned fruits (properly prepared and in sugar 
solution of not less than 20 deg. Brix, not in excess of 
the amount necessary for proper processing, but with 
no other added substance); canned oysters, canned 
clams, canned shrimp (dry and wet pack), canned fish 
roe; sauerkraut, olives in brine; cheeses, oleomar- 
garine, mayonnaise dressing; fruit preserves; sweet 
chocolate, sweet milk chocolate; lemon extract, orange 
extract, vanilla extract; ice cream, frozen custard, ice 
milk, milk sherbet, water ice or ice sherbet; non-alco- 
holic carbonated beverages. 

“It has been impossible to complete the program 
contemplated within the allotted time. Definitions 
and standards of identity for several of these foods have 
been promulgated. Hearings have been held on a 
number of other products, and promulgation of regula- 
tions can be expected within a short time. Work is 
proceeding as rapidly as possible toward the formula- 
tion of proposals for hearing on the remaining group of 
exempted products. 

“No formal extension of the time of exemption for 
any of these articles is contemplated. However, it will 
not be the purpose of the Food and Drug Administra- 
tion to inaugurate action against any of these articles 
on the ground that they violate the provisions of sec- 
tion 403(i)(2) of the Act pending the effective applica- 
tion of definitions and standards of identity or an an- 
nouncement giving due notice that definitions and 
standards of identity will not be prescribed.” 
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At the kind 
of the 


Rainbow... 
lies a pot of gold! 


We don’t know the origin of this pleasant, popular 


legend and can’t vouch for its accuracy. 


However, with KMoctl you have at your 


command all the colors of the rainbow and can 
utilize them in actually increasing your sales and 


thereby increasing your net profits. 


CKMonite used in tying or packaging your prod- 


uct will add impressively to its appearance—will 





give it color and sparkle that can lead only to larger 


sales. 


Won't you send us now one of your products or 
packages and let our stylists work out suggestions 
for enhancing its appearance through the applica- 


tion of KM tle > There is, of course, no 


obligation or expense to you for this service. 


CHICAGO PRINTED STRING CO. 


2319 Logan Blvd. 225 Fifth Ave. 
Chicago, IIl. New York, N. Y. 


A Quarter-Century of Leadership 


yin E Kh ute at- 


tached to this page is 
made especially for this ad- 


vertisement. Innumerable 
colors and patterns in widths 
from 3/16" to 1-1/4" are 
avatlable from stock and 
““spectals’’ can be made in 
almost any color, color combi- 


nation or pattern conceivable. 











Simplitied inhaler uses plastics 


Streamlined refillable pocket unit has but a single cap 
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Above: The Navap inhaler is molded in three 
pieces—closure, base and nose piece—of brilliant 
white urea plastics. The base carries printed 
directions with a lacquer over-coat for permanence. 
Right: To present the product, a simple, easeled 
card display is utilized, the individual containers 
being held to the card by rubber binders. Thus a 
substantial number of containers can be removed 
before the card’s effectiveness is decreased or an ap- 


pearance of emptiness begins to make itself manifest. 


n recent years, a number of manufacturers have 
placed upon the market products designed to relieve 
the discomfort of head colds. While the products 

vary in their constituents, the group as a whole is 
characterized by the high volatility of the ingredients 
which permits their use by inhalation through the 
nostrils, thereby causing the inflamed mucous mem- 
brane to contract. 

Most of the earlier containers developed for this 
purpose have been formed of metal cylinders into 
which an impregnated wad of cotton was securely 
placed. To prevent volatilization and dissipation of 
the product prior to sale and when not in use by the 
consumer, closures were usually attached on both ends 
of the cylinders. While a convenient pocket package 
was thus formed, it was necessary for the consumer to 
remove both closures prior to use and to replace both 
immediately after use. 

To overcome this difficulty and to provide an attrac- 
tive, handy, pocket-size device that would be practical 
in use and that would maintain sanitation, McKesson 
& Robbins, Inc., has recently placed upon the market 
an ingeniously constructed plastic inhaler. Formed 
of three molded urea pieces (Continued on page 106) 
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May a firm is finding pro- 
duction more of a problem than 
sales this year of 1941. 

If that’s your situation, dis- 
miss your worries about any 
possible packaging bottleneck! 
Ritchie has the answers to that production 
problem. 

And here they are: (1) A new 80,000 
square feet plant addition now going full 
blast; (2) Money-saving methods and ma- 
chines made possible by 75 years of expe- 
rience; (3) An ample supply of skilled la- 
bor — a nation-wide service organization. 


Nowhere does display value, distinction 
and package-appeal count more than in 
cosmetics — and no one makes nearly as 
many cosmetic packages as Ritchie! You'll 
find this new Ritchie designed powder 
box on cosmetic counters everywhere. 














It all adds up to this: Never be- 
fore in all our 75 years has 
Ritchie been able to turn out so 
many packages — so many 
kinds of packages — so fast 
and so economically! 

W hatever your packaging requirements 
for °41, investigate Ritchie’s produc- 
tion facilities, Ritchie’s design service, 
Ritchie’s work with Transparent Packag- 
ing, before you buy. You may be money 
ahead — you may be sales ahead — you 
can he both! Write for prices — or sug- 
gested designs for a new package. 


Literally millions of economical and at- 
tractive small packages are produced in 
the Ritchie plant each year. Through 
the specialized machines and facilities re- 
quired to produce this tremendous volume, 
unit costs are held to a minimum. 
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Designed for recognition 


Heublein’s Powder Horn whiskey bottles 
combine beauty with identification factors 
































Above: The powder horn theme 
forms the most prominent feature 
of the new bottle which is elsewhere 
embossed with delicate traceries to 
provide an attractive frame for the 
woodgrain lithographed label. Right: 
The theme is carried over to window 
displays and counter cards through 
the use of pioneer characters and 
realistic reproductions of the powder 
hornswhich give the product itsname. 





he era of the standard shaped liquor bottle seems 

to be definitely approaching its end. While old 

established brands have achieved identity in the 
consumer's eye by the very familiarity of their names 
or their label characteristics, newer brands——with very 
few exceptions—must take more active steps to achieve 
consumer recognition quickly. 

While a primary purpose in so designing a glass 
container is the factor of recognition, the more thought- 
ful manufacturers adopting this procedure have not 
found it necessary to use freakish, queer or exotic 


shapes. Great beauty can be built into the relief 


decoration placed upon a bottle as is demonstrated in 
the recently issued Powder Horn blend of whiskey 
sponsored by G. F. Heublein & Bro. 

The company sought a name and package which 
would be characteristic of Early America and selected 
the powder horn as a suitable symbol tied closely to 
the spirit and art of colonial days. The delicately 
tapered bottle carries two such horns in relief near its 
base and these form a frame for the woodgrain back- 
ground label. 

Credit: Bottles by Owens-Illinois Glass Co. Labels 
by Consolidated Lithographing Corp. Closures by 
E. I. du Pont de Nemours & Co., Inc. Lithographed 
displays by The Forbes Lithograph Co. 
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SHOW YouR Cotes 


Vivi uring colorful merchandise 


has a powerful sales appeal. Because it at- 
tracts more attention, it naturally makes 
more sales. And manufacturers in many 
lines have found that colorful items attract 


the most 


attention — sell fastest —when 


they are packaged in crystal-clear Eastman 


Acetate Sheet. 


The six smart packages reproduced above 


demonstrate the versatility of this modern 


packaging material. Because it can easily 


be seored, folded, molded, drawn, Eastman 


THREE TYPES TO CHOOSE FROM 


Eastman Acetate Sheet is available in rolls up to 40” in width and any con- 
venient length, and in standard- and cut-to-size sheets. Transparent type 
is furnished in 7 thicknesses, from .003” to .020”; matte-surface (translu- 
cent) type in .003”, .005”, .0075”, and .010”; colored (translucent) type 
in a wide range of lightfast pastel shades. All three types of Eastman 
Acetate Sheet can be scored, folded, pleated, fluted ...take printing 
inks without wrinkling... cement with an unyielding bond... can be 
crimped, sewed, stapled . . . do not crack or shatter. The transparent type 
can also be molded and drawn. 
eo e e 

Brancu Orrices: New York, Eastman Kodak Company, 350 Hudson 
Street. Chicago, Eastman Kodak Company, 1727 Indiana Avenue. 
Pactric Coast Distriputor: Wilson & Geo. Meyer & Co.—San Fran- 
cisco, Federal Reserve Bank Building; Los Angeles, 2461 Hunter Street; 
Seattle, 1020 So. 4th Avenue. Canapian Distrisutor: Paper Sales 
Limited, 11 W. King Street, Toronto. 


on 


















Acetate Sheet offers unusual possibilities for 
packages of virtually any style or shape. 
The contents are as clearly visible as if they 
were openly displayed, yet they are com- 
pletely protected against dust, dirt, and 
damage by handling. 

Every colorful item deserves the full dis- 
play and positive protection that transpar- 
ent Eastman Acetate Sheet provides. For sam- 


ples suitable for any of your package de- 
signs, write to Eastman Kopak Company, 
Chemical Sales Division, Rochester, N. Y. 





British packagers carry on 


(Continued from page 35) 


and home trade) by about 1 per cent only. The 
London Chamber of Commerce, in a recent survey, 
ascertained that out of 5,000 factories only 20 had 
been forced to stop production, owing to air raid 
damage, and that, in the case of those 20, arrangements 
had been speedily put into operation, under a pre-con- 
ceived plan, for full production to be transferred to 
other factories. [| ought to mention here, too, that 
very efficient arrangements are in force for the im- 
mediate provision of -alternative retail stocks in cases 
where shops and their stores have been damaged by air 
bombardment raids. 

Today, in general terms, the position of British trade 
and the policy of British manufacturers is greatly clari- 
fied. Both the Government and events have indicated 
the obvious trend. Home trade is carefully being re- 
duced and firmly but, on the whole, fairly stripped of all 
except its essential business. The Government is, if 
you like, robbing manufacturers with one hand (by 
increasingly irksome home trade restrictions and bans) 

but with the other hand they are pointing the way, 
the only possible way, to recovery of losses: a bigger 
and better export trade. After a rather slow and dis- 
appointing beginning, some real results are now ex- 
pected from the activities of an imposing Export Coun- 
cil of industrialists and economists, working in collabo- 
ration with some 300 export groups, each representing a 
different trade, and many thousands of more export- 
conscious manufacturers. Trade missions, additional 
overseas selling and marketing facilities and greatly in- 
creased propaganda are heralding Britain's all-time 
biggest export drive directed especially, by the way, to 
the dollar countries such as South and North America 
and Canada. 


Newly Imposed Restrictions 


So much for the effect of the war on British trade and 
industry as a whole—an understanding of which is 
obviously necessary to the consideration of more 
specific aspects. And now to the question of British 
packaging in wartime. An excellent preliminary survey 
was published in Modern Packaging’s November 1910 
issue and [ will assume that, having read that, readers 
will know something of the procession of Government 
control orders, issued in recent months, which have 
played a certain amount of havoc with conventional 


packaging ideas and imposed restrictions on the use of 


most popular packaging materials. These restrictions, 
although deplorable, have, of course, become simply 
imperative by reason of the course of the war. The 
German overrunning of the Scandinavian countries, for 
instance, cut off most of the output of Britain’s two 
biggest suppliers of cardboard and millboard, Finland 
and Sweden. Germany herself was our next best 
supplier, with a total of 335, 615 cwt. a year. Shortages 





of tin and wood have affected not only packaging, but 
displays—no display firm can obtain more than £5 
worth of wood per month, for home market displays. 
Aluminium and aluminium foil, acetate, some forms of 
glass, fibreboard and all forms of paper are other prod- 
ucts which are very difficult to obtain for packaging. 

First of all, then, [ want to emphasize that our ap- 
proach here to packaging is now probably an entirely 
different one from your own. The first essential about 
any British package put oul now is that it should fulfill 
its function of packing a product (from the hygienic or 
safety point of view) with the minimum use of mate- 
rials. Moreover, those materials which are used must, 
if at all possible, be made of home-produced raw mate- 
rials or raw materials of which supplies are, and are 
likely to be, comparatively plentiful. To take one of the 
best examples—cigarettes. In peacetime over here 
as even now in America—these are presented to the 
consumer in no less than four different’ wrappings 
tinfoil, an interior paper wrapping, a carton and a 
transparent paper outer covering. Now all that re- 
mains is the carton. In actual fact this is almost too 
much of a good thing, as cigarettes no longer keep fresh 
and also, being loose in the carton, tend to get squashed 
and bent; but it is an excellent illustration of the 
stringent economy which has to be put into force. 

Chocolate provides another good example—slabs are 
now sold with only the barest of paper coverings and 
box chocolates are stripped of all their pretty wrappings 
and, indeed, are likely in the near future to be sold 
loose after the fashion of most other sweets. In the 
case of tubed products, such as tooth pastes and face 
creams, they have been deprived of all their outer 
coaling—i.e., paper wrappings and carton, and hence- 
forth are to be sold loose. Even in foodstuffs, econo- 
mies have been and are being made wherever possible. 
Thus Kraft cheese appears in a box without a lid. 
The thinnest possible paper is being used for butter and 
margarine. Canned foodstuffs are only allowed labels 
up to 20 sq. in. in area and the multiple layers of waxed 
paper surrounding '/2 lb. biscuit cartons, in order to keep 
them fresh, have also been stopped. 

These restrictions, in turn, raise further problems. 
Manufacturers of tooth paste, for instance, quickly dis- 
covered that their tubes, if packed loose, when transited 
in bulk to wholesalers and retailers, developed dents 
and scratches and were often bumped considerably out 
of shape. Colgate-Palmolive-Peet’s solution to this 
problem has been to send out tubes packed in cartons, 
with an arrangement that the dealer should sell the 
tubes only to consumers and return the cartons for re- 
packing tubes. Another solution has been the design 
and production of a special large cardboard container, 
holding several layers of tubes, and constructed with 
interior cardboard shelves which grip the tubes at the 
two relatively strongest points—the solid neck and 
the folding base. 

That is just one example of wartime packaging op- 
portunism. lp to the time of writing, of course, there 
have not been a great many such examples, for the 
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DO 4 OUT OF 10 GET AWAY? 
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e Every day retailers are busy 
making up customers’ minds. 
In 4 out of 10 purchases* their 
recommendation or brand dis- 
play may be the sales clinching 
factor. It’s easy to see why 
dealers give preference to the 
most attractive product. Your 
product earns this choice 
through its package. 

So when it comes to folding 
cartons—start with the best bet 
in the field—a modern Ridgelo 


*A recent surt 
fluenced by the de re 


~ CARTONS OF palo CLAY COATED e 





clay coated boxboard. The con- 
tainer made of Ridgelo is bright, 
soil-resistant, true-to-design. It 
gives you more dealer boosts, 
more preferential display. 
Years of usage prove the 
value of Ridgelo over substi- 


RIDGELO PACKAGING 
SERVICE INCLUDES: 


CLAY COATED BOXBOARDS 
for flat or solid inks 


BRUSH FINISHES 
for high lustre—no extra impression 


LAMINATED ee 











tutes. Improved quality and rd high str trength spe ial folding quality 
uniformity have maintained for grease yo sll resistance 
this leadership. Specify Ridgelo OE 

—your boxmaker knows the case applied before or after 4 
results it will produce — your ope non-bleeding 

sales can show the difference. 

ey sho — n drug stores as ma s 4 out of 10 sales can be in- 


st de n bra she rdered. 
A BETTER BUY 


e display. The ies 
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Ridgele 


a ene . chonnaanat 


MADE AT RIDGEFIELD, N. J. 
BY LOWE PAPER COMPANY 


Representat ives: E. C. Collins, Balti 
Gordon Mu phy ial Miia te ae 





* Bradner Smith and Company 
ist, Los Angeles 
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and Mac Sim Bar Paper Company, 
Philip Rudolph & Son, Inc., 


Chicago ¢ H. B. Royce, Detroit 


° A. E. Kellogg, St. lo Philadelphia 





simple reason that practically all the serious restrictions 
on materials have been introduced within the past few 
months. Most manufacturers were forewarned by 
business common sense and laid in fairly large stocks 
of their required packs or packaging materials, so 
that, at present, they are carefully eking out these sup- 
plies. However, although one big food and medicine 
firm, Meggeson’s, declared in June that they had 
enough containers for two years’ normal sales, it is 
more probable that most firms are already beginning to 
run rather short and are giving very serious considera- 
tion to the big question of alternatives. 


Developing Alternative Materials 


Before going on to consider possibilities of alternative 
packaging materials, I would like to explain briefly the 
position in Britain today with regard to the two packag- 
ing materials which are normally used more widely 


than any others—board and tin. For the purpose of 


this survey, I have visited leading firms in both these 
industries and it is encouraging to be able to report 
that the board makers, at least, are fairly hopeful in 
their outlook. While the Scandinavian losses have 
been considerably felt, it is pointed out that Canadian 
supplies have been increased. — Further supplies of wood 
pulp will enable a big increase in the home production 
of folding board. Home production already accounts 
for 35 per cent of Britain’s supplies of this material. 
Most of the 50,000 tons of waste paper, which British 
householders used to throw away each week, is now 
saved and some of it goes to help board production. 
Thames Board Mills, Ltd., largest board firm in Britain, 
stated recently that they possessed sufficient’ home- 


produced raw materials for board. 


What it boils down to, in effect, is that there is a 
fairly satisfactory supply of inferior board, but a more 
limited amount of better class stuff. Here is a case 
where a little ingenuity can achieve wonders. Thames 
Board, for instance, have issued a special unlined chip- 
board, stressing the fact that, by the use of colour print- 
ing, it can be made into quite an attractive package 
even though its basic colour—a dull grey—is a bad com- 
parison with pulp-lined board’s pleasant cream. The 
same firm makes a good point with this argument: 
“Some firms have changed from carton packing to paper 
bags, under the very erroneous idea that by reducing 
the weight of packing material they are making an 
economy of value to the country. This is a pardonable 
error, but since the home-produced raw materials for 
board exist in sufficient quantities, and if not used 
may be destroyed, the heavier carton made entirely of 
home-produced raw material is far greater national 
economy than a lighter bag made wholly or partly from 
imported pulp.” ° 

British boxmakers are also experimenting with all- 
over printing designs on granite board or British straw- 
board, since it has been discovered that quite satis- 
factory cartons can be produced from these materials. 
Photogravure printing is also being tried out on cheap 


or inferior board and Hely’s, a Dublin packaging firm, 
have done quite an attractive cereal pack in this way 
for Brown and Polson’s. 

Tin is altogether a different: proposition. Since | 
seem to remember hearing some alarm expressed re- 
cently, even in America, as to possible shortages in 
supply of this invaluable material, [ need hardly ex- 
plain that tin is very hard to get in Britain, for any ex- 
cept armaments purposes, and its use, for canning and 
other forms of packing, is very strictly controlled. At 
the end of July last, a pretty strong Control of Tins and 
Cans (No. 1) Order was issued by the Ministry of 
Supply, but that had nothing on a new Order of which 
I have inside information. This is due out early in 
December—subsequent to the time of writing this sur- 
vey. Altogether, the new Order contains about 60 
different’ restrictions. The most immediate fact is 
that British manufacturers are now forbidden to use 
virgin tinplate, except for the completion of a partially 
fabricated tin or container. 

Paints, distempers, greases, furniture polishes, sweets, 
disinfectants, fumigants, fertilizers, cigarettes, fly paper, 
typewriter ribbons and honey are among the many 
products affected. Cocoa, for instance, can no longer 
be marketed in any tin container smaller than a '/s-lb. 
size; anything less will have to be sold in a paper 
Minimum. tin 
container sizes of 4-5 Ibs. for biscuits and 7 Ibs. for 
Any smaller quantities 
must now be sold either loose or in paper bags, etc. 
Bumped bottoms and tops of tins are banned, so also 
are deep lids and oversize packages of all types. 


bag or some other alternative pack. 


toffees are also introduced. 


Coincident with this order, there is being issued a 
series of specifications for standard tin pack sizes, 
prepared by the British Standards Institution, which 
body is beginning to have a very big influence on 
British packaging. The B.S. [. is, in effect, the instru- 
ment used by the Ministry of Supply for introducing to 
various trades some forms of standardized pack sizes. 
On the tin question, as long as six months previously, 
the B.S.L., together with the Tinbox Federation, organ- 
ized special committees of representatives of every im- 
portant manufacturing trade concerned with the use of 
tins for packaging. Each committee’s sole purpose was 
todiscuss the most economical way of using tin packaging 
in its particular trade and each committee approached 
the problem from four special standpoints. First, 
where tin was not really essential, i.e., where some alter- 
native material could safely be used —then tin must be 
eliminated altogether. Secondly, assuming tin is to be 
used, then in as many trades as possible, manufacturers 
must be persuaded to abolish as many small size packs 
as possible—it being pointed out that two 1-lb. tins use 
up 50 per cent more tinplate than one 2-lb. tin of the 
same capacity. Thirdly, containers which are allow- 
able should contain the minimum of surface area of the 
tinplate to the cubic capacity of the container; long 
tubes or squat tubes, therefore, would be undesirable, 
some size in between being preferable. Finally, every 
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E are not afraid of colors . 

reds... blues... greens... 
and the million shades they produce 
when blended skillfully by Heekin 
color experts. Heekin metal litho- 
graphers will reproduce the exact tint 
you desire on metal cans. . . in all 
sorts of shapes and sizes... designed 
to sell your product. Heekin Litho- 
graphed Cans are famous for their 
luster . . . their weather and light 
resistance . . . they are attractively 
designed and skillfully reproduced. 
Not just a lithographed can, but a 
work of art. Can we assist you. THE 
HEEKIN CAN CO., CINCINNATI, O. 


WITH HARMONIZED COLORS 








effort should be made to establish standard containers 
I am told that this 
suggestion has had a surprisingly favourable reception 
among manufacturers, particularly makers of medical 
and pharmaceutical products, cocoa, honey, shoe and 
leather polishes, fly paper and solvents. 


in as many trades as_ possible. 


In many cases, 
| should add, manufacturers using tin will not be al- 
lowed to make packs out of tin unless they comply with 
specifications laid down by the B.S.1. 

Thus it will be seen that the field of tin packaging is 
narrowed considerably. As R.S. Johnson, one of the 
sales executives of the Metal Box Co., Ltd., explained 
to me in an interview, the only thing for tin box makers 
to do now is to concentrate on composite containers 
which still use a fair amount of tin. Here, again, there 
is a snag, as the new Order specifies that a container is 
not regarded as a composite or alternative container if 
more than two-thirds of its superficial area is of tin. 
That is to say, if the lid and the bottom are of tin and 
in area comprise more than two-thirds of the container’s 
whole area, then this pack contravenes the regulations. 
Metal Box, wisely, are concentrating on the production 
of composite containers of cylindrical design. 

So far, of course, | have been putting the matter 
purely from the tin box maker’s point of view. From 
the point of view of makers of other forms of packing 
materials, of which supplies are fairly reasonable, the 
shortage of tin provides a great opportunity to develop 
into new fields. Thus we have William W. Cleland, 
Ltd., a big London firm of carton and display makers, 
offering an 8-lb. biscuit caddy, a 14-lb. lard container 
and parchment-lined granule-tight' (i.e., _sift-proof) 
cartons—all to replace packs formerly made from tin. 

But, of course, the biggest hope of those searching for 
a wartime substitute packaging material, in Britain, has 
been plastics——-a material which has in any case, apart 
from its potentialities as a substitute, pushed itself more 
and more to the fore in recent months, as a packaging 
element. “Moulded containers of resinous plastics have 
been much in demand, but the shortage of steel for 
mould making has limited the production of individually 
designed containers. Where moulds are already in 
existence, however, the makers can turn out an un- 
limited amount of these stock designs, some of which 
are made to take a brand name, embodied into the 
material. J. Lyons and Co., Ltd., the caterers, ordered 
many thousands of plastic butter-pat or lump sugar 
containers from the Streetly Manufacturing Co., Ltd., 
the firm’s name being embossed across the center panel. 

Plaster, too, although limited by the same moulding 
considerations, is being tried out by many firms, particu- 
larly for display purposes, as a substitute for wood 
and board. Leon Goodmand Displays, Ltd., of Lon- 
don, are marketing Potterine, a new form of hardened 
plaster, rather like dental plaster, which can be sprayed 
over with various colours. 

Glass supplies are, of course, somewhat restricted, 
but there appear to be big stocks of bottles, and manu- 
facturers in many trades in which bottles are the main 


fyrm of packing appear to have agreed on sticking to 
standard sizes. One rather interesting development is 
a steady elimination of the use of paper in connection 
with bottles. 
peared entirely, but several firms are dispensing with 
various brand name or advertising labels and, instead, 
firing into the body of the glass, in one or two colours, 
their brand name and sales message. The effect is all 
that could be desired, and the colouring can withstand 
washing. Another substitute for labeling is the pro- 
duction of a name or other design in raised letters upon 
the surface of the glass—an effect obtained by suitably 
engraving the bottle mould. 
cork has also been suggested. 


Not only have outer wrappings disap- 


Printing over the crown 


Most of the other forms of alternative package ma- 
terials in use, or under contemplation of use, by British 
firms were mentioned in Modern Packaging’s November 
issue, so [ will avoid repetition, merely mentioning in 
passing that the position has not changed noticeably 
since then. To pottery—always an essentially British 
industry —I would, however, draw particular attention, 
for the new range of pottery containers which have re- 
cently been evolved as the result of collaboration be- 
tween Josiah Wedgwood and Sons, Ltd., the Potters, 
and Consultants, Ltd., industrial designers, is thought 
by many to be the most significant British packaging 
Hitherto, the difficulty of 
obtaining a satisfactory closure has been the main draw- 


development of the war. 


back to the use of pottery for containers. This new 
range is accurately threaded to take screw-filting metal 
or plastic closures thus ensuring a hygienic protective 
packaging and establishing pottery as a first-class ma- 
terial for packing ointments, creams, cosmetics and 
other products previously marketed in opal-glass jars. 
Moreover, the pottery containers can be coloured, by 
dipping, or by the more usual method of transfer——a 
much cheaper method than printing and attaching paper 
labels. Wedgwood’s and Consultants have also evolved 
a new range of ceramic bottles, suitable for iodine and 
perfumes, made in either earthenware or china. 

The big point about pottery as a packaging material 
is that it is entirely home-produced; because of this, it 
is naturally being developed as much as possible. There 
are some very lively men running the trade——the pottery 
export group, for instance, was the very first export 
group to be formed in Britain——and some interesting 
results may be anticipated. The Wedgwood-Con- 
sultants effort is entirely new, and is about to be intro- 
duced to the American market. 

Karlier in this article I stressed the point that British 
manufacturers are now forced to regard their packages 
primarily as effective containers, using the minimum of 
materials, and that display value has to be a secondary 
consideration. That does not mean to say British packs 
no longer have any display value. I am afraid it is 
true that many manufacturers are inclined to accept 
that rather easy way out, but, on the other hand, 
there are quite a number of firms who have gone to some 
trouble to make the best display use of whatever type 
of packs they have found themselves employing. 
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W. C. Ritchie and 
Co., commissioned 
by a large bait 
company fo fabri- 
cate the package 
illustrated, chose 
Ethofoil because 
this ductile plastic 
sheeting can be 
easily drawn and 
sealed with ad- 
hesives. One 
piece drawn 
covers and bot- 
toms are snug fit- 
ting—the body 
of the package 
retains its trans- 
parency, inherent 
toughness and 
flexibility after 
fabrication. 


' ETHOFOIL ~— 


Countless manufacturers of produc!s ranging from ETHOFOIL packages do not become brittle with age 


fish lures to haberdashery are packaging their 
products with transparent ETHOFOIL". 


This modern packaging material not only adds 
visible sales appeal to your product — puts it 
ahead of competition — but makes tough, durable 
packages that preserve the merchandise. And 
ETHOFOIL is easy and economical to fabricate — 
its ductility and toughness act to eliminate rejects 
and speed up production. 


THE DOW CHEMICAL COMPANY, MIDLAND, 


or discolored by light. They are not distorted by 
storage in warm places and do not crack or 
break at low temperatures or in dry atmospheres. 


ETHOFOIL is freely adaptable to rigid packaging 
requirements. It is available in thicknesses up to 
0.020’ in clear, transparent sheets or rolls. For 
more complete information write to the Cellulose 
Products Division of 


MICHIGAN 


Branch Sales Offices: New York City, St. Louis, Chicago, San Francisco, Los Angeles, Seattle 


*Trade Mark Reg. U. 8. Pat. Off. 


<> 





I. Right: The 12-unit carton as seen when used as a display. 


Left: The container is shown with its handle designed 


to suggest bulk sale for home use. 2%. Shipping cartons emphasize the take-home features of the small 12-bar carton 


Selling twelve instead of one 


t is seldom that a single package can score a 300 
per cent sales increase in the first year of its use, 
yet such is the record achieved by a small break- 

back display carton used by Community Cooperative 
Industries for its Lucy Ellen wrapped bar candies. 
Tradition in this field separates sharply bar goods from 
boxed goods. The former is generally intended for 
consumption immediately after purchase, while the 
latter is designed for home use. 

The new display carton, however, was so formed as 
to provide an attractive carry-home pack. This effect 
was achieved by providing an extension to the folding 
lid which protrudes from the box side as a convenient 
carry handle. A basket weave design suggests the 
traditional grocery store market basket and harmonizes 
the package with super market merchandising. This 
last effect was desired because such markets offer the 
principal outlet for bulk, take-home sales. 

Thus each 12-bar unit (contrastipg with the 24-bar 
units traditionally in this field) is made to serve a 
double purpose, yet the duality of purpose is achieved 
at virtually no extra cost. 

To sell the idea to the retailer and to serve as a base 
for mass displays of the smaller packages, shipping con- 
tainers have been designed to emphasize the carry 


Lucy Ellen display box designed to 
encourage *“*take-home”’ bulk sales 


features of the “handy pack” and the slogan ‘Take 
home a package.” 

The color of the shipping container is identical with 
that of the unit packages, two shades of brown and 
green being utilized. 


Haste! 


per 





638 MODERN PACKAGING 


























ATISFACTION 





MS che hibes what she SCCS..it’s a SALE! to make that first sale, 


and with such 


* That goes double for what you have to identification value that repeat sales are 
sell .. because you won’t have to do much easy. * Customer satisfaction is reflected 
after the first sale. x SO.. put your product in mounting sales . . the natural sequence 
in a container designed and lithographed of Packaging designed “‘NATIONAL”’. 


NATIONAL CAN CORPORATION 


EXECUTIVE OFFICES: * 110 EAST 42nd STREET +NEW YORK CITY 


Sales Offices and Plants * NEW YORK CITY + BALTIMORE «+ MASPETH, N Y. * CHICAGO + BOSTON «+ DETROIT + HAMILTON, OHIO 
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The old Truth package is 
seen in the background 

a one-piece container 
which it was felt lacked 
necessary dealer conveni- 
ence and display appeal. 
The new containers which 
replaced it utilize multi- 
color printing in order 
to reproduce different 


shades of the same color 


sell white goods 


ecognizing the dealer's need for packages having 
display qualities capable of offsetting and en- 
hancing the appearance of its white goods, Pacific 


Mills has recently adopted two new series of packages 
for its Truth and Pacific lines. Color in these con- 
tainers has been utilized to provide an ideal back- 
ground for the brilliantly white product when the boxes 
are used in either window or counter display or when 


the containers are open during the process of consum- 
mating a sale. 


The Truth line was formerly packaged in a group of 


Greens and browns are 
utilized in three tones 
of equal value on the 
Pacific sheet packages. 
Bright blues and pinks 
provide contrasting 
color bands as well as 


trademark high-notes 


New Pacific Mills sheet and pillow’ case 
packages designed with an eye toward display 


one-piece folding containers bearing on one side a rather 
crude rendering of the Grecian trade mark and, on the 
other, photographic reproductions of mill processes. 
A survey of dealer reactions disclosed the fact that 
these packages were not believed, by the dealers, to 
be sufficiently attractive to enhance the display value 
or the sale of the product. 

‘The new line utilizes three shades of blue, with the 
trade name and label set off in red. The blues are 
produced by separate printings rather than by the use 
of Benday screens, so as not (Continued on page 110) 
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They never open this package 


he Goodyear Tire & Rubber Co. has, for many 

years, manufactured industrial hose of various 

types. Until recently, it has been its practice to 
wind this hose on wooden reels. To merchandise the 
hose from these reels, it was necessary for the jobber 
to provide racks with cross bars. The reels were hung 
on these cross bars and the dealer then pulled off the 
desired length of hose for cutting and sale. 

Recently, however, an ingeniously designed octagonal 
corrugated container has been adopted which elimi- 
nates the disadvantages of the reel and provides a 
number of additional advantages in terms of ease of 
shipment, product cleanliness, increased attractiveness, 
easier handling and the opportunity for better markings 
and shipping information. 

The new container is made of a special double wall 
board for exceptional strength, since the gross weight 


of the package and contents totals 109 Ibs. Strength is 





Product feeds from reel within new octag- 
onal Goodyear industrial hose container 


also required to withstand the agitation involved in 
dispensing a total of 509 ft. of hose from the package. 
Of one-piece construction, the box consists of eight side 
walls, each ending in die-cut triangular flaps which fit 
together like so many slices of pie to form the ends. 

Before packing, the hose is wound around a fibre 
core, the ends of which are inserted into flat sheets of 
corrugated board—three at each end—which act as 
reel seats, keeping the spool centered in the box. Die- 
cut hand holes located on four of the right sides facili- 
tate handling. 

When received by the dealer, the Goodyear hose 
package is installed permanently in a convenient place. 
Opening the die-cut dispensing panel, the dealer is 
then able to pull out any length of hose as required. 

Credit: Container designed jointly by J. E. Eade 
and Matt H. Bradley and manufactured by The Hinde 
& Dauch Paper Co. 


Construction detail of the new hose 
dispenser is here clearly shown. 
A single piece of corrugated board 
is cleverly die-cut to form all sides 
and both ends of the container. 
The hose feeds off a fibre core 
through a little door cut in a 


corrugated side wall of the dispenser. 
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by N. W. TOWNSEND* 


66 want to buy a light bulb,” says Mrs. \ as she goes 
intoastore. But let us ask why she came into that 
particular store and why does she ask for a light 

bulb. Mrs. X probably came into the store because 

she saw a window display calling her attention to her 
bulb needs and reminding her that she read of these 
same bulbs in one or more magazines just recently. 

Just why was the display in use and what is the story 

that lies back of that display or of any other lamp dis- 

play which may be seen today or tomorrow? 
For approximately a quarter of a century, General 


* In charge of display advertising and merchandising devices. Lamp Depart- 
ment, General Electric Co. 
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How G-E promotes bulb displays 





The company’s consumer testing activities are sold 
to the dealer as a token of display effectiveness 


Electric has felt that an aggressive, well-planned dis- 
play program plays a vital and most important role in 
its merchandising of Mazda lamps. _ It has felt that dis- 
play advertising is a definite and valuable form of ad- 
verlising reaching many who do not see the company’s 
magazine or newspaper advertising or who, perhaps, 
do not hear the company’s radio program. 

We, of course, know that it is impossible to get com- 
plete coverage with any one type of advertising medium. 
As more and more media are added, the coverage natu- 
rally becomes more and more complete. Since a sale 
must be made to secure the use of a product, since a 
dealer’s store is usually visited in connection with such 
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* MADE TO STAY BRIGHTER LONGER « 


a sale and since most people do more or less frequently 
pass by dealers’ stores, it is logical to assume that, if 
their use may be obtained, window displays are almost 
certain to be seen by nearly every person, including 
those who, perhaps, see no magazine advertisement or 
hear no radio commercial. Such supplemented ad- 
vertising is, of course, brief, is very much to the point 
and is presented where the sale may be made. 

The company has also felt—and found by experience 

that display advertising is low cost advertising. If 
displays and display programs are designed carefully 
enough to insure effective use of displays sent out, un- 
biased surveys conclusively indicate that the display 
cost per impression is surprisingly low. We have con- 
ducted such surveys in various cities, using the memory 
of seeing certain neighborhood displays and certain 
magazine advertisements as a guide. 

It is most interesting to actually find out the sur- 
prisingly large number of people who, for example, daily 
go by the hardware store in an average shopping com- 
munity. By dividing the cost of the display in use in 
such a location by the number of people who look at 
this display, you will find that you have a remarkably 
low cost per impression if your display has been effec- 
tively designed. 

The fact that display advertising is advertising at the 
point-of-sale is especially important with G-E because 


I. To tie in with the September return-to-school, G-E used 
this 37-in. by 42!/)-in. unit produced by The Forbes Lithograph 
Co. 2. Donald Duck provides a January theme in this display 
by the Niagara Lithograph Co. ‘8-4. The little counter card 
and bulb basket support the novelty theme within the store 




















of the nature of the product under discussion. Light 






































bulbs are used by practically every one, they are low in 
price and people need to be reminded to buy. By 
advertising them at the point-of-sale, it is relatively 
easy to make many an additional sale. Only a few 
steps are necessary to bring the shopper from the out- 
side of the store to the inside of the store and, because 
of the low cost of the merchandise, no lengthy delibera- 
tion is needed before the purchase is made. Light bulbs 
are nationally advertised and are also, in many respects, 





“impulse items.” As such, they lend themselves 





well to display advertising at the point-of-sale. BURNED OUT BULBS 


ov All 


EMPTY SOCKETS 


The company’s display advertising ties in with mag- 
azine advertising, serving as a reminder to buy. Mrs. 






X, reading her magazine at night and at home, per- 
haps sees one of the company’s advertisements and is 
reminded of her need for light bulbs. But tomorrow, 
as she goes shopping in the bright daylight, her thoughts 
may be far from artificial lighting and of her need for a 
replacement for Mr. X's favorite reading lamp. See- 
ing a G-E window display, perhaps even featuring the 
same illustration she saw in last night’s magazine ad- 
vertisement, her mind ties it right in with the magazine 
advertisement and it acts as a powerful reminder for 
Mrs. X to buy. Right along the same line, the agent 
displaying this tie-in advertisement cashes in on Mrs. 
X's desire to buy by reminding her that he carries the Be Sure te Always Use 


G-E MAZDA LAMPS 
Made ts. Gi “A aay 

Wi Gk & otag DUuGier Longe 
2. A unit to be released in March is lithographed in eight colors 
in a size 26 in. by 37 in. and accompanied by @. a counter bulb 
basket featuring the same theme. Both produced by The Forbes 
Lithograph Co. ZG. This April display by the Ohio Boxboard 
Co. has an appealing freshness and a breath of spring. 
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give a change of pace and features a character Billy Britebulb. 


The February display ‘‘package’’ was especially designed to 


The extension cut-out above was created by Kindred, MacLean 
& Co., Inc. 9% Carrying out the same theme is a 20-in. by 
30-in. showcard by the Ohio Boxboard Co. TO. Onstore coun- 
ters, the bulb basket features Billy Britebulb once again. 


lamps she read about last night. It is like signing the 
dealer’s name to the advertisement itself. 

Finally the company’s advertising brings in new 
customers. Every new customer, of course, means new 
business—added sales, added profits to any dealer. A 
few years ago, we ran a series of tests with typical deal- 





ers in good, competitive shopping areas in eight different 
cities. Current lamp display material was used in 
sound, attractive, easy-to-install window display ar- 
rt) rangements. 
These displays were kept in each dealer’s window for 
a one-week period and careful records were kept of all 
19 ~—0f_- those who bought light bulbs during this period. 
Neighborhood stores were selected for these tests be- 
cause their proprietors and clerks would naturally be 
familiar with their regular customers and because it 
would be easy for them to spot new customers. Ree- 
ords of bulb customers were kept under the headings: 
“regular light bulb customers,” “occasional light bulb 
customers” and “‘new light bulb customers.” A tabu- 
lation of sales showed astonishing results—34 per cent 
of all light bulb customers were new customers. 
Dealers asked these new customers what kind of light 
bulbs they usually purchased. Time after time, the 
answer came back that competitive bulbs were previ- 





ously purchased. So the new customers for the dealer 
were also. in many cases, new customers for General 





Electric as well. The charts on page 77 indicate some 
of the results achieved in two recent tests. It is inter- 





esting to note that, in eleven of the sixteen cases listed, 








watt LOO watt 13° 





there was even a carry-over on increased sales for the 
week after the bulb display was removed. 

A display test conducted among eight dealers in 
White Plains, N. Y., a few years ago, showed a 35.2 
per cent increase in bulb sales during the week a special 


bulb window was installed as against bulb sales for the 
preceding week. 
Because our displays come to the company’s agent 
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carefully designed displays, because they 


pre-lested, 


help him make more attractive windows, because they 
bring in new customers, because they bring added sales 
and because they come as a direct representation from 
the company, we firmly believe that our displays carry 
an important role as ambassadors of goodwill. They 
are a definite form of insurance, as a dealer making con- 
tinual and effective use of these displays is much less 
interested in competitive brands than is one who is not 
using these displays. 


Developing the Display Program 


In the early days, G-E lamp displays were offered, 
through the medium of dealer publications, on a “free of 
charge” basis. Surveys, however, showed that much 
of the material sent oul was used unwisely and, in too 
large a number of cases, much of this material was not 
used at all. As a result, it was decided to make a 
charge for the displays and to put these displays on a 
once a month basis. Offered to agents at a cost of $5.00 
a year, this “twelve-times-trim” service became im- 
mediately popular and the number of agents using dis- 
plays increased. 

Changing trends of business have had their effect it 
making various changes in this display program. No 
longer are displays sent out on a regular monthly basis 
and no longer is the $5.00 a year charge maintained. 
But the 
applied to the more than 20,000 G-E agents receiving 


“pay for the service” policy still exists and is 


either the company’s deluxe or master display service 
at the present time. 
In developing a display program it is, of course, 


essential to make a thorough study of the number of 


retail outlets involved, their size, location, type of store, 


type of business and so on. (Continued on page 100) 


Hi. A counter fixture of the semi-permanent type displaying 
ten types of bulbs and featuring low prices. H2. A novelty 
unit produced by the Ohio Boxboard Co. which has received a lot 
of use and much attention. To all outward appearances, the 
flower pot held a light bulb and the bulb was lighted in spite of 
the fact that its base was extending upward and was in no socket 
Charts indicate results of 
16 sales tests showing continued increase after use of bulb displays 


nor could any wires be seen. ESB. 


TEST No. 1 


Bulb Sales Week Bulb Sales 
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TEST No. 2 





Dealer 
Dealer 
Dealer 
Dealer 


Dealer 


Dealer 


Dealer 


Dealer 


Before Bulb Dis- 
play in Window 


100% 
100% 
100% 
100% 
100% 
160% 
100% 
100% 


During 
Bulb Window 


321% 
143% 
166% 
300% 
119% 
143% 
127% 
174% 


Bulb Sales 
Week After 
Bulb Window 


146% 
50% 
58% 

118% 

157% 

155% 

103% 


102% 


Dealer | 
Dealer J 
Dealer 
Dealer 
Dealer 
Dealer 
Dealer 


Dealer 


Bulb Sales Week 
Before Bulb Dis 
play in Window 


100% 
100% 
100% 
100% 
100% 
100% 
100% 
100% 


Bulb Sales 
During 
Bulb Window 


245% 
120% 
105% 
148% 
160% 
310% 
168% 
358% 


Bulb Sales 
Week After 
Bulb Window 
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One of the most difficult of products to package is the screw 
| assortment. For Phillips head screws, the solution has been 

found in a multi-compartmented set-up box with a hinged 
lid and a snap-button closure. The inclusion, on the inside of 
the lid, of a panel of detailed descriptions serves to convert the 
unit into a convenient counter display. Designed and produced 
by Scandore Paper Box Co., Inc. 


) This new unit sponsored by the Julius Kessler Distilling Co., 
Inc. is designed to tie in with the company’s general advertis- 
ing campaign and to bring the symbol of that campaign—the 
silk high hat—into the bar. The display is molded of wood pulp. 
An actual bottle of the product is inserted into the hat, being held 
in place by a specially constructed wire bottle holder. Decora- 
tion is achieved through the use of decalecomanias. Molding by 
Berry Pink, Inc. Decalcomania by Price Decal Co. 





e} Simplicity characterizes the display card adopted by Lapin 
; Products Co. for its dainty miniature ladies’ razor and 

pocket container. A delicately lithographed feminine hand 
reaches upward to the die-cut portion of the card designed to 
receive the razor itself. Designed and created by Einson- 
Freeman Co., Inc. 


An ingenious vibrating mechanism converts this display 
from an attractive but static piece into an eye-compelling 
i one producing a most realistic effect. The illusion of run- 
ning hot water is created by the use of a simple vibrating unit | 





which shakes a ‘‘stream’’ made of rayon yarn. Designed and 
produced by Robert Kayton Displays, Inc. 


Many utility items which enjoy a substantial gift sale have 
not heretofore been displayed or promoted as such. Blank- 
ets are typical of this class of merchandise. To emphasize 


\ 
GENERAL ELECTRIC 
WATER HEATERS 


































































the gift potentialities of this product, the St. Marys Woolen FAUL 
Manufacturing Co. utilizes this handsome wooden chest with TLESS 
tubular transparent plastic handles and supports. Designed 
and produced by Joseph H. Meyer Co. Transparent plastic rods 
by E. I. du Pont de Nemours & Co., Inc. 


PAJAMAS 


¥ N 


Designed for alternative use in store windows or on inside 

counters, this display, adopted by Wilson Brothers, utilizes 

a humorous art treatment, with the moon in the background 
looking down upon a contented sleeper pictured on the die-cut 
front section. Die-cut slots permit the display of actual pajamas 
and an arrow points out the product’s salient feature. Created 
and produced by The Forbes Lithograph Co. 


Miniature doll house furniture, accurately simulating full- 
sized products in shape, color and texture, is a product of 
the Strombeck-Becker Manufacturing Co. To achieve per- 





manent store display, the company has been supplying dealers 
with a cabinet presenting the product on two levels in three 
rooms. The fixture is constructed of wood with a curved front 
wall extending around both sides and locking into the back panel. 
The transparent acetate sheeting utilized for this front wall 
serves not only to provide a view of the product from every 
angle, but also to prevent handling and pilferage. The cabi- 
net is fabricated by the sponsoring company, utilizing ace- 
tate sheet supplied by the Eastman Kodak Co. 


This counter premium merchandiser, utilized by Hiram 
Walker & Sons, Inc., offers consumers an attractive English 
sporting print designed to tie in with the horsey atmosphere 
of the other forms of advertising used in promoting Meadow 





Brook whiskey. To minimize dealers’ service problems, a pad 
of application blanks is stapled to the slanting display front 
panel and the consumer has but to remove one of these per- 
forated blanks and to follow simple directions to secure the 
print by mail. Die cutting of the front panel provides a re- 
ceptacle for the bottle of the product and thus completes the 
ensemble. Produced by Ketterlinus Lithographic Mfg. Co. 


This display demonstrator is typical of the functional units 
e which are making an increasingly wide appearance in retail 

haberdashery stores. An actual sample of the tie is in- 
serted through die-cut slots so as to demonstrate its outstanding 
features, while lithographed illustrations show the advantages 
of these features in use 


The simplest of constructions—a single lithographed panel 
(() with paperboard frame and wire easel—was wisely 

adopted to permit this effective illustration to tell its 
own story for the National Carbon Company’s Eveready flash 
lights. Young America, bruised but determined, has retired 
to the sanctuary of an attic to study up on the manly art of 
self-defense. His book, of course, is illuminated by a flashlight. 
Produced by The Forbes Lithograph Co. 
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Convenience for the User= 
Protection for the Product 








EASY-OPENING Wrapping 
has real Sales Appeal 


Easy-opening wrapping is finding strong favor with the buying 
public. 

Having pioneered in this comparatively new development, we 
are in a position to offer machines that produce such wrapping 
at extremely low cost. 

As you will see from the examples above, we adapt the wrap- 
ping to the nature of each product and the easy-opening device 
is incorporated with the wrapping in such a manner that the 
package is completely and firmly sealed. You thereby obtain not 
only the utmost convenience for the user, but also the utmost 
protection for your product. 

If you are looking for a new way to give your product a com- 
petitive advantage, consider an easy-opening wrap. 





Consult our PACKAGING CLINIC 


for free assistance on your wrapping problems 


PACKAGE MACHINERY COMPANY, Springfield, Mass. 
NEW YORK CHICAGO CLEVELAND LOS ANGELES TORONTO 
Mexico, D. F.: Agencia Comercial Anahuac, Apartado, 2303 
Buenos Aires, Argentina: David H. Orton, Maipu 231 
Peterborough, England: Baker Perkins, Ltd. 

Melbourne, Australiay Baker Perkins, Pty., Ltd. 


PACKAGE MACHINERY COMPANY 


Over a Quarter Billion Packages per day are wrapped on our Machines 
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o the millions of easterners who have motored on 
the Baltimore and Washington pike, the Calvert 
distillery and bottling plant in Maryland is a 
land mark. In the last few years, thousands have 
stopped and toured this plant which signifies the last 
word in working conditions and industrial efficiency. 
Middle westerners, however, can now boast of 
plant which rivals Calvert's Baltimore plant and which, 
in many outstanding 1 ee excels it. 
Louisville, Kentucky, 
Distilling Co. 
The recently completed finished goods division in- 


Located 
, loo, is owned by The Calvert 


corporates the very latest types of equipment. Every 
effort has been made to build a packaging department 
FEBRUARY 
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new bottling plant 


This $900,000 


machine operations to achieve unusual efficiency 


factory combines hand and 


that is perfect in every detail. Indirect lighting, 
sound-proof ceilings, glare- and heat-resistant windows 
and complete air-conditioning characterize the spotless 
bottling room. Floors are of red rubber tile. The 
ceiling is covered with sound-proof material which is 
noticeably effective. Walls, ceilings and machine- 
Conveyor tables are 
topped with blue linoleum and with white rubber 


housings are a light cream color. 
belts. The visitors’ gallery is trimmed in stainless 
steel. Finished machine parts, chair frames, foot rests, 
also of stainless steel. 


elc., are Four high-speed pro- 


duction lines, each capable of producing 120 average 
packages each minute, are in operation. The plant’s 


rated capacity for an eight-hour day is 4,800 cases of 







































quarts, 2,400 cases of pints or 1,200 cases of half-pints 
for each line. 

Packaging begins with a high-speed rotary bottle 
cleaner which takes the package from the conveyor 
line and inverts each one individually. A tube enters 
the inverted bottle and a strong blast of filtered com- 
pressed air is released. All carton fibres, particles of 
loose glass and dust, which may be present in the 
new package, are thus removed. The package is then 
returned to its upright position and discharged upon 
a conveyor. 

As the packages leave the cleaner, they are spaced 
on a chain conveyor and then pass through the 32-head 
stainless steel filling machine. Leaving the fillers, the 
packages enter automatic, high-speed, screw cappers, 
especially designed for the new plant. At the discharge 


I. The high-speed bottle cleaners, like the rest of the 
machines, are streamlined. These, however, are located 
in a separate room and their output passes through portes 
in the wall to feed to 2. the 32-head filling machines. 
These, among the largest ever built, feed in turn to 3B. 
specially designed cappers. The lines then divide to pass 
two inspectors and then feed onto white rubber-topped 
table conveyors. <4. Close-up view of one of the inspec- 
tion stations. . Girls apply labels with the aid of spe- 


cially constructed fixtures designed to minimize fatigue. 
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end of the cappers are located line dividers, which 
divide the flow of packages into two lines. Each 
package now passes an illuminated inspection station 
where defective goods are withdrawn. 

The spacing of the packages on the conveyor, from 
the time they enter the cleaning machine until the 
time they are placed on the finishing table, minimizes 
breakage, bumping and noise. 

However, to the packaging production man, the 
most interesting phase of the entire operation is found 
in the efficiency with which hand operations have beene 
adjusted and coordinated with the complete synchroni- 
zation of the cleaning, filling and capping equipment. 
\fter the capped packages pass the lighted inspection 
station, operators align them on a conveyor belt, as 
many as twelve abreast. At regular intervals a package 
may be set out of line to act as a marker. Each girl 
has “her” package, the choice of which is governed by 
the size of the packages being run, the rate of produc- 
tion and the number of girls working at the table. 

All labeling operations are done by hand at the 
specially designed work tables, which are located on 
either side of the white rubber belt conveyors. Labels 
are applied by hand for a number of reasons, among 
which is the desire to perform inspection operations 
simultaneously with the performance of the actual 
labeling, thus assuring the highest quality of work on 
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every package. It is the belief of the Calvert engi- 
neers that the variety of products packaged in the 
plant also serves to make hand labeling desirable, 
since machine adjustments for product changeovers 
are thus eliminated. The necessity for applying 
Federal, State and local tax stamps, plus other label 
accessories, likewise enters into the decision to utilize 
hand methods. 

Note that the decision in this instance was made 
because of the specialized circumstances surrounding 
the design of this particular plant and in no way re- 
flects dissatisfaction with machine labeling. 

Every effort has been made to provide ideal working 
conditions for the employees. Besides air conditioning 
and temperature control of the room, each employee is 
provided with an industrial chair of the latest design 
and an hourly rest period and job rotation. 

Stainless steel trays are provided for the labels and 
stamps. White rubber jigs are used for holding the 
packages while labels, etc., are affixed. As labeling is 
finished, operators stationed at the end of the finished 
goods table place the packages into the shipping cartons, 
from which the empty packages were removed before 
the cleaning operation. 

Filled cartons are carried from the packing table to 
the streamlined case-sealing machines, where serial 
numbers, glue and automatic sealing devices complete 











the packaging process. Each of these case sealers is 
readily adjustable to permit its use on corrugated con- 
tainers of differing height and width. Similar adjusta- 
bility has been built into the fillers and cappers, per- 
mitting the lines to be changed over from pints to 
half-pints or quarts in a minimum of time. 

Although the smoothness of operations has been 
stressed in the packaging process, it must not be for- 
gotten that this is possible only through complete 
synchronization and coordination of the conveying 
system. On the first floor, the Receiving Department 
has facilities for unloading four trucks and two railroad 
cars simultaneously. 

An extensive, inter-connected conveyor system re- 
duces case handling to a minimum. This system is 
very flexible and, as a result, it is possible to meet 
unusual operational demands. Roller type conveyors 
are used for horizontal case handling, while rough type 
belting is-used for inclined conveying. Variable-speed 
reversible drives are provided wherever it is practical. 

A central control panel located on the fourth floor 
permits the operators to supply glassware to the lines 
in exact accordance with the specific demands of the 
filling schedule. 


Cartons of glassware for use on the bottling line are 


unloaded at the receiving table and are then trans- 










6-7. 


the end of the conveyor line 


Bottles approaching 


pass through this heated 
drying hood and are then 
replaced into corrugated con- 


tainers by inspection packers. 





ferred by overhead conveyors, which are located on the 
floor above, to the end of the finished goods table, 
where they are re-filled with the completed packages. 
The use of this system eliminates the necessity of pro- 
viding storage space for empty cartons. The system 
operates on the principle of feeding cases in trains on 
a nine-minute cycle. In other words, if during this 
cycle, one quart line, one pint line and one half-pint 
line are in operation, quarts, pints and half-pints are 
alternately fed into the conveyor system. This is 


, controlled by filling schedules and size package. 


One of the unusual features of the finished goods 
division is the absence of noise that usually accom- 
panies packaging operations. The following four points 
are most important in the reducing of noise: 


1. The placing of bottle cleaners in a special room 
just outside the main packaging room. 


2. Complete synchronization of cleaner, filler and 
capper, which results in the spacing of packages 
on the chain link conveyor so that bumping and 
breaking are eliminated. 


3. The shrouding of all mechanical equipment. 
1. The installation of a sound-proof ceiling. 


In keeping with the progressive policy of the com- 
pany and the idea that the consumer of a product is 
interested in the conditions under which the product 
is processed, an observation platform has been installed 
above the level of the operating lines, permitting visi- 
tors to view all operations. 

This gallery, set high in the room, permits visitors a 
view of all operations, yet serves to keep them from the 
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actual packaging floor thus preserving sanitation and 


preventing interruption of operations. 

Kmployee welfare is provided for in terms of air 
conditioning, sound reduction and immediately adja- 
cent service departments, including a cafeteria and a 
dispensary. Accessory service rooms, located imme- 
diately adjacent to the packaging floor, include an air- 
conditioned glue room, a uniform dispensing room, an 
air-conditioned stamp and label room and a mainte- 
nance supply room and ship. 

The plant serves, once again, to demonstrate the 
increasing tendency, on the part of factory design 
engineers, to specify the streamlined housing of pack- 
aging equipment. This tendency, which has received 
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streamlined case sealers. These in turn discharge onto inclined 


Packing table conveyors converge in pairs to feed to 


chutes which pass downward to the storage and shipping floors. 


extensive treatment in Modern Packaging (“The Plant 
and the Public,” June, 1939; “Streamlining the Exist- 
ing Plant,” January, 1910; etc.), has here, as elsewhere, 
the dual motivation of creating a greater impression 
upon visitors and providing for better maintenance 
and working conditions. 

Credit: Bottle cleaners, 32-head fillers, filters and 
conveyor belt by The Karl Kiefer Machine Co. Auto- 
matic capping machines and line dividers by Consoli- 
dated Packaging Machinery Corp. Label dryer by 
Brandeis Supply and Ventilating Company. Case 
sealers by J. L. Ferguson Co. Conveyors by Lam- 
son Corp. Stations for inspection by Ward Co. Chain 
link conveyors by The Karl Kiefer Machine Co. 




























I. Left: The Big 
Hit package as it 
reaches the con- 
sumer. Center: The 
tintie has been 
opened and thrown 
forward to demon- 
strate its hinged con 
struction. Right: 
The heat-sealed gus- 
set folds have been 
opened. Note depth 
of heat-seal ring as 
seen on the rear in- 
side wall of the bag 


New collee packaging method 


n the Cleveland plant of the Euclid Coffee Co.. 

ingenious packaging machinery and a new heat- 

sealed, specially lined coffee bag are working to- 
gether to produce a protective coffee container which, 
in turn, is reported to be setting new sales records for 
the company’s Big Hit brand of coffee. 

At first glance, the container seems to be a well- 
designed bag of the conventional flat bottom gusseted 
type. Closer examination, however, discloses a num- 
ber of unique features. The bag is lined with a newly 


developed protective paper formed of two sheets of 


grease-proof glassine, laminated with a patented mate- 
rial compounded of amorphous wax, rosin, petrolatum 


Euclid Coffee Co. uses laminated bags 
and automatic heat-sealing equipment 


and crepe rubber. This laminating adhesive is de- 
signed to provide maximum moisture-vapor trans- 
mission resistance under a wide range of temperature 
variations. It is claimed for the new lamination that 
it will neither separate under heat nor become brittle 
under cold within the temperature variations which a 
coffee package might possibly meet. This moisture- 
vapor resistance, in conjunction with the grease-proof 
qualities of the laminated glassines, is reported to 
assure a high degree of product protection. By actual 
cup test, at the expiration of a 30-day period after 
packing, the package is reported to have provided 
product flavor equal to that of fresh packed coffee. 


2. In the foreground is seen a filling machine feeding onto the intake 


conveyor of the closing-sealing machine. ‘B. In the center bags may be 


seen entering the heat-sealing mechanism on the machine. The tintie is 


applied just before bags are inverted into the conveyor in the foreground. 




















NOW... is THE TIME 
TO REDUCE YOUR 
CARTON PACKAGING COST 











If you are using die cut cartons simi- 
lar to the photograph and setting them 
up or closing them by hand, your 
Packaging Cost can be considerably 
reduced with these machines. 


Type of die cut cartons handled on this equipment 





This PETERS JUNIOR CARTON FORMING & LIN- 
ING MACHINE sets up 35-40 cartons per minute, re- 
quiring only one operator. After the cartons are set up 
they drop on to a conveyor where they are carried to be 
filled. If several size cartons are desired to be handled, 
machine can be made adjustable. 














This PETERS JUNIOR CARTON FOLDING & CLOS- 
ING MACHINE closes 35-40 cartons per minute, re- 
quiring no operator. After the cartons are filled they enter 
machine on conveyor and are automatically closed. Can 
also be made adjustable to handle several different size 
cartons. 





For greater production at lower cost, Progressive 


Plants use this equipment to their economical advantage. 


Send a sample of each size carton you are interested 


in handling on machines, and we will be pleased to 





recommend equipment to meet your specific require- 
ALSO AVAILABLE: SENIOR Model Carton Packaging Machines to operate oe y P q 


at speeds up to 60 per minute... PETERS CELLOPHANE SHEETING & ments. 
STACKING MACHINE for cutting cellophane from rolls into sheets. ii 








PETERS MACHINERY CO. 


4700 Ravenswood Avenue, Chicago, Illinois 
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Another essential feature of the new container is the 
use of a thermoplastic band spotted at the top of the 
package to permit rapid and thorough heat sealing. 
The ring around the perimeter forms a complete plug 
when sealed and adds materially to the efficiency of the 
package in respect to exclusion of moisture vapor and 
retention—to a high degree—of the organic vapors of 
the coffee itself. 

For convenience in re-closing once the bag has been 
opened, a tintie closure is also utilized. The use of the 
thermoplastic seal provides consumer protection insofar 
as it makes the package virtually tamper-proof, any 
unauthorized opening of the seal being readily detected 
by even the untrained eye and thus unscrupulous 


dealers are prevented from substituting lower price 
brands for the product originally packaged under the 
Big Hit label. 

















While the various features of the new container 
combine to make a sales package of strong consumer 
and dealer appeal, these features could not readily be 
achieved at low cost if fully automatic equipment for 
heat-sealing and closing the container were not avail- 
able. At the Euclid Coffee plant, such automatic 
machines are used and are reported to be achieving 
high speed production at low unit cost. 
is attended by a single operator. 

The bags are erected and filled on conventional coffee 
filling equipment and then placed onto an infeed con- 
veyor. They then pass over an agitating belt’ which 
causes the product to settle. 


Each machine 


Dependent upon the 
nature of the grind, this settlement will provide differ- 
ing top levels which, however, are fairly uniform for 
each particular brand. A plunger device next enters 
the bag and taps the coffee to an even flatness at the 
top. An adjustable unit then cuts off the excess height 
of the bag walls, the adjustment being made in con- 
sideration of the filled level achieved with each specific 
type of grind. 

At the next stage of the machine, heated jaws close 
in upon the thermoplastic ring which had been applied 
to the bags when they were manufactured. A thorough 
seal is thus effected and the bag passes on to the tintie 
applying stage. The machines take the tintie tape 
from a roll and die-cut it prior to application. The 
tie is then cemented into place on the container and 
the ends are turned into closed position. As the bags 
are discharged from the machine, a turnover device 
places them head down momentarily. The weight of 
the container itself thus serves to provide final form 
to the seal. 

Credit: Bags made by Benj. C. Betner Co. Lining 
of laminated glassine produced by Westfield River 
Paper Co. Bleached kraft: paper by New York & 
Pennsylvania Co. Bag closing, sealing and tintie ma- 
chines by Benj. C. Betner Co. 


fs At the discharge end of the 
machine, a single operator packs 
the finished bags into corrugated 
shipping containers. be A battery 
installation at the Euclid plant 
Note that the two operators (one 
filling and one packing) are all 
that are required for each line. 
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, DIVIDED RESPONSIBILITY 


fy 
fi\ § It’s simple arithmetic. Divide responsibility and you multiply the 


is | opportunity for “buck passing.” Avoid it by buying your bottling 

line from Pneumatic, the one machine maker who can design, 

x pe build, install and service co-ordinated hook-ups of cleaning, 
filling, capping and labeling machines. 

ZNa| \ 


WHEN YOU CAN BUY “ALL PNEUMATIC” 


Your requirements may call for 
a flexible bottling line of medium 
capacity or a super-fast hook-up 
which is less flexible. Either way 
Pneumatic has the co-ordinated 
units to build into the exact 
bottling combination you need. 
Layouts can be planned to fit Rese OS La) 
available factory space. SEMPAUTO AIR CLEANER SAMCO FILLER 










130 GROSS DAILY 


SINGLE HEAD CAPPER SIMPLEX LABELER 
Our technical advisory service is 
available without cost to aid you 
in developing the most practical 
arrangement of the equipment 
you require. We will gladly make 
up tentative drawings for your 
analysis. When final layout is ap- 
proved you can be sure that jel Schsdheed 
complete responsibility for its INVERTED AIR CLEANER 
performance rests with the 
world’s largest maker of packag- 
ing and bottling machinery. 


AUTOMATIC SAMCO FILLER 2 HEAD CAPPER SIMPLEX LABELER 


Write today for a copy of Bulletin 
#100, a brief pictorial review of 
available Pneumatic machines. It 
illustrates how Pneumatic can 
help you avoid the hazards of 
divided responsibility. 

INVERTED AIR CLEANER STRAIGHT LINE FILLER 


4 HEAD CAPPER OUPLEX LABELER 





The above outline drawings indicate three completely 
Pneumatic hook-ups for cleaning, filling, capping and 
labeling glass or tin containers. Sizes handled in these 


lines range from | ounce to 2 quarts. 


PNEUMATIC SCALE CORPORATION, LTD. 
71 Newport Ave., Quincy, Mass. (Norfolk Downs Station) 

Branch Offices: 
NEW YORK * CHICAGO ° SAN FRANCISCO * LOS ANGELES 
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NEW INK SYSTEM 


A new ink distributing system for envelope printing has been de- 
veloped by the International Printing Ink Division of Inter- 
chemical Corp. and is being applied to envelope presses by the 
F. L. Smithe Machine Co. which manufactures the units under 
an agreement with IPI. The inking attachment is designed for 
service with rotary envelope machines and Harris P2 envelope 
presses. The device consists of a knurled roller in an ink foun- 
tain so designed as to permit adjustment when used to ink the 
rubber plates on a rotary plate cylinder. Designed for use with 
anilox inks, the device eliminates the customary fountain and 
inking rollers. Claimed for the new procedure are faster produc- 
tion, higher press speeds and the elimination of offsetting, sticking 
and smudging. It is also claimed that the new method permits 
printing of folded envelopes. A rubber doctor blade is used with 
the device to provide an even distribution of the ink in the knurled 
crevices of the inking roller. The blade is held in contact posi- 
tion by a spring or screw adjustment. 

GLUE SOFTENER 

Atlas Powder Co. has announced the development of Arlex, a 
newly formulated softener and flexibilizer for animal glues and 
gelatins. The product—a Sorbitol solution—is a viscose, heavy 
liquid made by a synthetic process and claimed to be unaffected 
by light and air and chemically staple in ordinary glue formula- 
tions. The product is reported to impart to flexible glue mixtures 
a high resistance to changes in moisture content caused by fluc- 
tuations in ordinary humidity and temperature. The material is 
available in 55-lb. 5-gal. cans and 600-lb. 55-gal. non-returnable 
steel drums. 


PORTABLE BAG FILLERS 


The Sanitary Dispenser Co. has developed three portable bag 
filling units fed through overhead bins and hand operated for dry 
free-flowing materials. The three models are designed respec- 
tively to fill bags from 8 oz. to 2 lbs., from 2 lbs. to 6 lbs. and 31/2 
Ibs. to 8 Ibs. A thumb screw device is provided on all models, 
permitting accurate variation of the size of the measuring cham- 
ber. This permits adjustments for changeover of bag sizes with- 


NEW DEVELOPMENTS IN PACKAGING MACHINERY ¢« METHODS and SUPPLIES 
) 





out demounting the machine and such adjustments can be made 
readily by the operator without the use of special tools. 

The machine may be suspended from the filling hopper or may 
be had mounted on a portable stand especially designed for the 
purpose. In operation, the filling operator places the bag in posi- 
tion below the machine and presses forward on a vertical rod 
which actuates two slides, closing the upper slide at the top of 
the measuring section and simultaneously opening the lower slide. 
Thus a measured quantity of the material is caused to drop into 
the package. Returning the handle to its original position closes 
the lower slide and opens the upper slide, refilling the box. 
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BEER FILLER-CROWNER 


The Crown Cork and Seal Co. now manufactures an 80-valve 
filling machine designed especially to fill the Crowntainer steel 
bottle manufactured by its subsidiary, the Crown Can Co. The 
machine is equipped with an integral crown applying mechanism 
and a carbonic acid gas injector for air elimination from the 
uncrowned can. Solid stainless steel and nickel silver are util- 
ized on all paths through which the liquid flows. 
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Look what 





NEXT DOOR! 


Tuose attractive new packages you see featured 
in every issue of MopERN PackaGING 


It isn’t just coincidence that so many of them are 
labeled, wrapped, or sealed with “‘Mixan"™’ Ad- 
hesives by National! 


Manufacturers who are exacting about the appear- 
ance of their packages are the ones who insist on 
the margin of safety which ‘‘Mixan’’ Glues, Gums, 
and Pastes afford. Our Service Department can 


help you! 


National ADHESIVES 


DIVISION OF 
Nationa, StaRcH PRODUCTS Inc. 


820 GREENWICH ST., NEW YORK—CHICAGO—PHILADELPHIA—BOSTON—SAN FRANCISCO—and All Principal Cities 
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*SPACE-SAVER” MILK BOTTLE 


The Buck Glass Co. has developed a new milk bottle of an un- 
usual shape designed to save refrigerator space and to make for 
easier handling and pouring. The unit has four straight side 
walls connected by curves of a fairly large radius. It is equipped 
with a closure finished designed for the acceptance of the Decro 
closure produced by the Crown Cork & Seal Co., Inc. The bottle 
is available in quart and pint sizes. It has been adopted by the 
Alexandria Dairy of Alexandria, Va..for the packaging of Vitamin 
D milk. Standard milk bottle filling machinery is utilized in this 
installation, modified by the introduction of special intake wheels 
and other bottle handling accessories on both the bottling and 
capping machines. 








ROTARY TABLET FORMING MACHINE 


The Arthur Colton Co. has developed a new rotary tablet forming 
machine, designated as series No. 30, for use in forming plastic 
molding preforms and for other tablet forming purposes. The 
unit is equipped with a 25-punch head and occupies a floor space 





of 31 in. by 42 in. by 67 in. A 3-hp. motor is utilized to drive the 
machine which is equipped with a variable speed drive permitting 
speed adjustment by use of a hand wheel. Dies and lower 
punches on the new machine have been so designed as to be inter- 
changeable with those of the No. 3 rotary machine long produced 
by this company. The unit is completely enclosed for dust pro- 
tection and has a heavy wire screen enclosing the drive belt 
mechanism. A suction tube is provided through the center of the 
head for connection to a vacuum line for removal of dust sifting 
through dies and lodging on the shank of lower punches. The 
upper pressure roll of the machine is adjustable in four positions. 





SMOOTH-SIDED SINGLE-SHELL CLOSURE 


Anchor Hocking Glass Corp. has developed an air-tight lug cap 
in which the sealing lugs are turned in and made invisible to the 
eye on the sealed package. The crown is domed and the size 
walls are smooth. Available, at present, in 58-mm. size. 


REVENUE STAMP PASTE 


A new paste, especially designed for fastening paper labels, 
Government strip stamps, etc., to lithographed, lacquered or var- 
nished metal caps and to cork and plastic surfaces, has been an- 
nounced by Paisley Products, Inc. Supplied in concentrated 
form, the paste can be used as received or diluted with water. 
The product is claimed to be non-staining and non-corrosive and 
may, its manufacturers state, be used in conjunction with cellu- 
lose bands without injurious effect upon the latter materials. 


GLUE SPREADER 


Glue-Fast Equipment Co., Inc., has introduced a new glue appli- 
cator known as a Glue Spreader. A thin film of glue is applied 
by this unit to the under side of a label that is inserted under an 
adjustable guide and then drawn over a reeded roller that lies 
back of the guide. This roller picks up the glue from one that 
rides under it inside the housing in actual contact with the glue 
in the housing reservoir. The unit can be employed, it is re- 
ported, with various types of glue. Two sizes in the line measure 
6 in. and 12 in., respectively, in roller length, the largest taking 
labels in any width up to 11°/; in. Overall dimensions of the 
largest unit are 13 in. in width by 9 in. in depth and 2!/» in. in 
height. The reservoir of this model holds 1 qt. of glue. A 
recess in the bottom of the housing will take an electric heating 
element which can be specified in connection with a control 
thermostat. Construction is in bronze. A removable glue tray 
may be supplied if so specified. The 6-in. model is die-cast 
and chromium-plated throughout. The rollers are removable 
for cleaning and inspection. 
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ANOTHER FAMOUS PRODUCT 
ACCURATELY FILLED 
on the 





DUPLEX 
AUTOMATIC = 
POWDER FILLING § 


=o. ee 








As shown above and 
at left below: At 
Hudson Products, 
Inc., one operator 
feeds empty cans 
onto conveyor... 
cans are filled two 
at a time... opera- 
tor places lids on 
cans, machine 
presses lids firmly 
in place. 














60 to 70 per minute! 


The S & S Powder Filling Machine here 
shows how speedily and accurately a 
powder or granular product can be filled 
... how a shade extra profit can be made; 
how competitive pricing can be met. 





Many satisfied customers testify to the 
excellence of S & S Fillers; your inquiry 
in no way obligates you. 


FOR ANY POWDER OR GRANULAR PRODUCT. 


SPEEDS TO SUIT YOUR NEEDS— 
15-30-60-120 PER MINUTE 


STOKE ITH © 


PACKAGING MACHINERY PAPER BOX MACHINERY 
FRANKFORD, PHILADELPHIA, U.S. A. 
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BULLETINS, CATALOGS AND BOOKLETS 


**Living Lithography” is a 56-page booklet containing complete 
notes on the fifth Printing and Advertising Clinic, sponsored by 
General Printing Ink Corp., New York, N. Y., and presented at 
the Philadelphia Art Alliance in conjunction with the Lithogra- 
phers National Assn. 


**Container Inks,”* published by Eagle Printing Ink Co., Divi- 
sion of General Printing Ink Corp., New York, N. Y., is a speci- 
men book featuring container inks and it’s a companion to the 
carton ink specimen book released sometime ago. 


re 


‘Injection Molded Plastics,” published by Elmer E. Mills 
Corp., Chicago. Ill. This 24-page booklet provides detailed 
information on the injection molding process and the thermo- 
plastic materials used therein. General characteristics, formula- 
tion and full color photographic reproductions illustrate a wide 
range of injection molded thermoplastic products. Incorpo- 
rated in the catalog is a chart setting forth the general properties 
of injection molded plastics as compared with properties of other 
plastic materials. In addition, an outline of the services which 
the company is prepared to render is offered. 


“Golden Anniversary 1890-1940," published by Sinclair and 
Valentine Co.. New York, N. Y. A history of the company’s 
organization, founders, plants and products from its inception in 
1890 to the present. 


Nashua Gummed and Coated Paper Co., Nashua, N. H.: 
has issued a folder, containing swatches of seven colorful paper 
patterns suitable for Easter packages, entitled “Paper Puts on 
Its Coat and Goes to Work to Make Money for You.” 


Charles W. Williams & Co., Inc., New York, N. Y., has is- 
sued new swatch books on three types of box covering papers 
Horizons, Rippletone and Cheerio. 


**How to Speed Up Production with Variable Speed Con- 
trol,” published by Reeves Pulley Co., Columbus, Ind. This 


24-page booklet. cites 36 case histories, covering all types of 
g - YI 


industrial plants in which speed control meChanisms made pos- 
sible production increases and advantages. In addition to the 
production case histories, the booklet also includes illustrations 
and descriptions of three basic types of speed control units, to- 
gether with a number of variant types and accessory devices. 


**Read Your Labels,”’ by Helen Dallas and Maxine Enlow for 
the Institute for Consumer Education, Stephens College, Colum- 


bia, Mo. (Published by the Public Affairs Committee, Inc. 10 
cents.) Increased interest in the consumer field and the demand 
for further material have resulted in the preparation of the booklet 
prepared on the basis of studies by the Department of Agricul- 
ture, findings of the Federal Trade Commission and other ma- 
terials. The handbook presents, in a non-academic manner, 
data on what has been done in the past, what is being done at 
present and what hopes to be done in the future regarding the use 
of informative labels on food, drug and cosmetic items. 


An index of United States Army and Federal specifications 
used by the War Department has been published, under the date 
of January, 1940, by the United States Government Printing 
Office and is available from the Superintendent of Documents, 
Washington, D. C., at a cost of 25 cents. Numerous specifica- 
tions cover packaging materials and packages required for army 
purchases. The index should, therefore, prove helpful to pack- 
agers in many fields working or bidding on army contracts. 


Sigmund Ullman Co., Division of General Printing Ink Corp., 
New York, N. Y., has issued a reprint, incorporating several ad- 
ditions, of its “Color Specifier” published sometime ago. 


The MecLaurin-Jones Co., Brookfield, Mass., has announced 
the development of gold and platinum casein coated papers with 
white coated backs designed particularly for display card and in- 
sert use The white coating permits printing on the back as well 
as the front of the board, with fine screen reproduction. 


The Hazen Paper Co., Holyoke, Mass., has issued new swatch 
books and price lists on its Diagonal Herringbone, Garland, Fleur 
de lis, Riblyne and Norbutus papers. The last item mentioned 
is a new line of colored metallic papers available in both plain and 
embossed varieties. 


The Wolf Retail Award, given each year by Irwin D. Wolf 
of the Kaufmann Department Store, Inc., Pittsburgh, Pa., was 
the top honor in a list of awards given in a competition of store 
packages which marked the opening of the 30th annual conven- 
tion of the National Retail Dry Goods Assn. held recently in the 
Hotel Pennsylvania, New York, N. Y. Packages from depart- 
ment and specialty stores were judged by a jury consisting of 
Albert Q. Maisel, editor of Modern Packaging; Ben Lewis, 
package designer; Richard E. Bach of the Metropolitan Museum 
of Art; Egmont Arens, industrial designer; Ellen Hess of Tide 
magazine and C. B. Larabee of Printers’ Ink Publications. 

The Wolf award was presented to Peck & Peck, women’s 
apparel specialty store, for the most effective package created 
and used in a retail store in 1940. Other winners in the various 
classifications were: (1) Recognition for the package of greatest 
attractiveness printed in single color—hand lotion bottle of 
Ed Schuster & Co. (2) Recognition for the package of greatest 
attractiveness printed in more than one color—bath soap package 
of L. Bamberger & Co. (3) Recognition for the most effective 
package from the point of view of shelf or counter visibility 
Bi-Carbonate of Soda box of B. Gertz & Co. (4) Recognition 
for the best redesigned package—hosiery box of Bloomingdale’s, 
Inc. (5) Recognition for the best package displaying merchan- 
dising ingenuity, regardless of adaptation of art—-Rite Hite 
hosiery box of Bloomingdale’s, Inc. (6) Recognition for the 
most’ effective package for customer convenience—laundry 
service box of L. Bamberger & Co. (7) Recognition for the best 
designed package used by a single group of stores—‘‘Gay” 
toilet soap package of Sears, Roebuck & Co. (8) Recognition 
for the best group or family of packages—apparel and acces- 
sories boxes of B. F. Dewees Co. (9) Recognition for the most 
attractive Christmas package designed by or expressly for a 
store or group of stores—Peck & Peck Christmas box (also given 
Wolf Retail award). (10) Recognition for the most attractive 
Christmas wrapping—DePinna, Inc. The judges withheld an 
award for the most effective new package developed for mer- 
chandise not previously packaged because none of the packages 
submitted were considered as qualifying. 
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Horix Fillers are 
made in various 
styles for filling 
still liquids in 
either bottles or 
cans. If you will 
write stating prod- 
uct to be filled and 
desired produc- 
tion rate, we will 
send complete in- 
formation at once. 
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MANUFACTURING CO. 
PITTSBURGH, PENNA 


CONVEYORS and FILLERS 









Announcement has been made of the preliminary program of 
the 11th Annual Packaging Exposition and Conference to be held 
at the Stevens Hotel, Chicago, IIl., April 1 to 4, under the sponsor- 
ship of the American Management Assn. Among the subjects 
scheduled for extensive discussion will be the question of the 
relationship of the defense program to packaging and the availa- 
bility and use of various packaging materials. Scheduled for a 
full afternoon’s discussion, this subject will be presented in the 
reports of executives from different industries, dealing with 
metals, plastics, glass, paper, transparent sheeting, machinery, 
design and production. 

Another discussion session will deal with “The Economy of 
Packaging,” taking up such matters as the cost of packages in 
relation to the value of their contents, design changes, extension 
of container capacities and methods of controlling container costs. 

Sessions on packaging machinery problems will be presented 
with papers on such topics as “Progress in Vapor and Moisture 
Proofing,” “Standardization of Container Capacities” and 
“Manual vs. Machine Operations for Lower Costs.”” The session 
devoted to packing and shipping problems will include discussions 
on “Corrugated Board and Its Component Parts as Engineering 
Materials,” “Packing Specifications on Army and Navy Ship- 
ments,” and “A Program to Control Container Costs.”” The con- 
ference will also present a clinic session on shipping containers in 
which actual packages now in use will be dissected and analyzed. 

The program for the forthcoming Conference and Exhibits rep- 
resents a change from previous procedure in that concurrent ses- 
sions have been eliminated. — It is hoped that this re-arrangement 
of sessions will permit registrants to attend any or all sessions 
without necessitating a choice between two or more sessions run- 
ning simultaneously. 





STAPLING BAG LABELS 


An unusual application for stapling machinery has recently come 
to light at a Colorado mine where burlap bags are used for the bulk 
shipment of a mineral known as Gilsonite. Each bag contains 
approximately 225 Ibs. of the product and traveling in export 
trade receives unusually rough handling. To identify the product 
and to show the port of destination, white linen labels are stapled 
to the bags, four staples being used to hold the tags against all 
chance of dislodgement. During a period of over a year in which 
the stapling method has been utilized, the company reports a 
virtually non-existent label loss experienced in shipment. Credit: 
Portable Autoclench stapling device by Bostitch, Inc. 
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NEW MACHINE 





The AMSCO Bag Sealer 


FOR AUTOMATIC 








BAG SEALING! 


AMSCO BAG SEALER: The rotary type construction of this new | 


AMSCO bag sealing machine makes for speedier operation, gives 
continuous sealing and requires no additional operator (on en- 


velope and certain other types of bags). The same person who 


operates the filling machine places the filled bags on the loading | 


platform. There the belts pick up the bag and take it through the 


sealing operation. 


40 BAGS A MINUTE: This operation is being carried out in a | 


coffee installation at the rate of 40 bags per minute. The machine | 


will seal any heat-sealing bag such as Cellophane, Pliofilm, Dia- 
fane, Maralux, etc., or one where thermoplastic has been applied 
at point of seal. No secondary material is needed. The machine 
has a pre-heating unit to condition the bags where necessary. 
Both this unit and the final sealing unit are independently con- 
trolled by thermostats. 


DOES LABELLING: Labelling can be done during the same 
operation. Label folds over and seals by heat to top of bag. The 
machine can be connected with a belt or chute to carry sealed 
bags to packing table. 


Write for further information. 
operation at our showroom. 


AMSCO PACKAGING 
MACHINERY, INC. 


31-31 FORTY-EIGHTH AVE. LONG ISLAND CITY, N.Y. 


Complete line on view in 





FEBRUARY « 1941 97 










/LL TAKE THE ONE WITH 
THE POURING TOP/ 


MAPLE GAC 
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100% Pure Vg 
j 
MAPLE 3 


mart GAC 


THERE you have the reason why so many mil- 
lions of American housewives buy syrups and honey 
and similar products in packages with Federal func- 
tional closures. 


The stainless steel closure is foolproof. Pull 
the trigger back—it pours. Release the trigger and 
drip is cut cleanly and without waste. The entire 
pouring mechanism is removable and easily cleaned. 


Liquids and semi-liquids are packed directly in 
the jar. A simple removable liner allows the item 
to be shipped. Remove the liner, screw the server 
top in place and presto!—your shipping container 
has become a dispensing package. 


Write for information of Federal servers and 
sprayers without obligation. For all se 
types of liquid and semi-liquid products. .@—ay”. 
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CVC 200 FOOL CORPORATION 
P00 NORTH LEAVITT STREET - CHICAGO, ILLINOIS 


400 NORTH LEAVITT STREET + CHICAGO, ILLINOIS 
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PERSONNEL 


William E. Levis, formerly President of Owens-Illinois Glass 
Co., Toledo, Ohio, is named Chairman of the Board, which be- 
comes the chief executive office. J. P. Levis, Vice President and 
General Manager, is made President and is also elected board 
chairman of Owens-Illinois Pacific Coast Co., a subsidiary. R.H. 
Barnard is elected Executive Vice President of the parent com- 
pany and will continue as head of the glass container division. 
C. B. Belknap is named Vice Chairman of the Board. Henry S. 
Wade, former Vice President and General Manager of Owens- 
Illinois Pacific Coast Co., is elected President and his previous 
position is abolished. 


The following officers were elected at the opening session of 
the annual convention of the National Canners Assn. at Chicago, 
Ill., January 20,1941: President, Robert C. Paulus of the Paulus 
Bros. Packing Co.; first Vice President, Carroll E. Lindsey of the 
Lakeland Highlands Canning Co.; second Vice President, Alfred 
W. Eames of the California Packing Corp.; Secretary-Treasurer, 
Frank E. Gorrell. 


Continental Can Co., Inc., New York, N. Y., has announced 
the following changes in its Packers’ Can Sales Division: C. H. 
Englar will continue as Manager of Sales for the Pacific Coast 
District with headquarters at San Francisco. W. H. Funder- 
burg has been appointed Manager of Packers’ Can Sales for the 
Central District with headquarters at Chicago. Sherlock Me- 
Kewen, in addition to his duties as Assistant to the Executive 
Vice President, will assist Mr. Funderburg in the Central Dis- 
trict. R. L. Perin has been appointed Assistant Manager of 
the division for the Central District with headquarters at Cin- 
cinnati. J. E. Baldwin has been appointed Manager of Packers’ 
Can Sales for the Eastern District with headquarters in New 
York City. Donn A. Searle has been appointed Assistant 
Manager for the Eastern District with headquarters at Balti- 
more Md. 


Acme Steel Co., Chicago, Ill, has announced the following 
changes in its executive personnel. James E. MacMurray, 
founder of the company with which he has been associated for 
more than 50 years, has resigned as Chairman of the Board, 
but will continue as a member of the Board of Directors. Mr. 
MacMurray will be succeeded by Ralph H. Norton, President 
for the last 18 years. Charles S. Traer, who succeeds Mr. Norton 
as President, was formerly Vice President in charge of production. 
Frederick C. Gifford, first Vice President and Director of Sales, 
has retired from active duty, but will continue as a member of 
the Board of Directors. Chester M. MacChesney becomes first 
Vice President and Secretary. Carl J. Sharp, Vice President, 
succeeds Mr. Gifford as Director of Sales and Thornton A. Rand 
is now Treasurer and Assistant Secretary. 


E. G. Ackerman, formerly Assistant Business Manager of the 
Glass Container Assn., New York, N. Y., has assumed the Presi- 
dency of the Thatcher Manufacturing Co. Scott Faron, formerly 
Advertising Manager of the Association, has resigned to assume a 
position with the Ward Wheelock Co. Pending the approval of 
the Association’s Board of Directors, V. L. Hall, now Secretary 
and Treasurer, has been appointed to take over the duties of Mr. 
Ackerman and H. W. Kuni has been appointed to assume the 
work connected with the office of Secretary and Treasurer. F. P. 
Gass will be in charge of public relations and trade promotion. 
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Columbia Lithographic Co., Ine., New York, N. Y., is a new 
organization located at 225 Varick St. Officers of the company 
are: John Martocci, President; Thomas A. Meehan, Vice Presi- 
dent; Philip Alberts, Vice President and Frank Tooker, Secretary 
and Treasurer. J. W. Springer assists in production and office 
management under Mr. Martocci. All were formerly connected 
with Industrial Lithographic Co. 


Albert M. VanWagenen, Treasurer and General Manager of 
the Atlantic Carton Corp., Norwich, Conn., died January 3. 


Stewart L. Wooden, Representative of the Hazen Paper Co., 
Holyoke, Mass., died January 7. 


American Can Co., New York, N. Y., has announced personne! 
changes, as follows: R. L. Sullivan, formerly Assistant General 
Manager of Sales, General Line, has been appointed Assistant 
Vice President with responsibilities in both Packers’ Can and 
General Line sales. W.C. Stolk, formerly Atlantic District Sales 
Manager, General Line, becomes General Manager of Sales. 
H. B. Tourtellot, formerly Assistant to General Manager of Sales, 
General Line, has been appointed Assistant General Manager of 
Sales, and E. Hoffman, formerly Assistant District Sales Manager, 
General Line, as District Sales Manager, with headquarters in 


New York. 


PLANTS 


Toledo Scale Co., Toledo, Ohio, which completed a new plant 
in August of 1939, has announced the building of an addition to 
that plant which will add 65,000 sq. ft. to existing facilities. The 
new structure will harmonize with present construction and will 
provide space for the box department and soft wheel grind de- 
partment, thus bringing all manufacturing units of the company 
under a single roof. Space is also provided for lumber storage 
and maintenance. 


Gemloid Corp., Elmhurst, L. L., N. Y., has announced the 
addition of a Plastics Coating Division to its plant facilities. 
The new department is equipped to produce transparent lamina- 
tions including flexible window and cut-out work for cartons, 
displays, etc. The department is also equipped to apply lacquers 
and coatings to box covers, bags, ete. 


The Owens-Illinois Pacifie Coast Co., San Francisco, Calif., 
has opened a new manufacturing division to be devoted to the 
design and manufacture of molded plastic closures. Kh. L. Fraser 
will be in charge of closure sales. 


An exhibit of packages and displays, developed by Richard E. 
Paige, will be open to the public at Pratt Institute, Brooklyn, 
N. Y., from February 24 to March 10.) [n conjunction with the 
exhibit, Mr. Paige will deliver to the graduating class in adver- 
tising design a series of six lectures on the designing of cardboard 
displays and packages. 


Continental Can Co., Ine., New York, N. Y., has announced 
plans for the construction of a new can making plant in St. Louis, 
Mo. The new plant will consolidate and increase existing manu- 
facturing facilities in the St. Louis area. The new plant will con- 
sist of a one-story factory building 440 ft. by 460 ft., with a two- 
story office section and a warehouse 300 ft. by 400 ft. The plant 
will be devoted to the manufacture of so-called general line cans. 


Credit for the design of the cover of the December, 1940 issue 
was omitted from that number of Modern Packaging. This cover 
was designed by Doris Gage. 
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Initiating its second year of meetings on topics of interest to 
those in the advertising and graphic arts fields, Printing and 
Advertising Clinics, New York, N. Y., will present the subject 
of ‘Research’ on February 20 at 8:00 P.M., at the General 
Printing Ink Corp. galleries, 100 Sixth Avenue. Dr. Walter S. 
Landis, Vice President of American Cyanamid Co., will speak on 
“Research in Industry,” Elmo Roper of Fortune Surveys will 
talk on “Research in Markets” and the subject of ‘Research in 
Printing Inks” will be presented by Dr. William F. Talbot, Re- 
search Director of General Printing Ink Corp., sponsors of PAC, 


Invitations to this clinic may be obtained by writing PAC. 


The Syndicate Store Merchandiser, sponsors of the annual 
“5 & 10”. Packaging Contest, has announced the winners in the 
8th annual contest which was judged by a committee composed 
of Helen Gage, art director of the W. T. Grant Co., G. L. King, 
toilet goods buyer of the McLellan Stores Co., and Bond Morgan, 
industrial designer. 

Unlike the previous contests, which matched such items as 
toilet goods with notions in competition for the various awards, 
the present contest avoided many inequalities by separating the 
entries into nine merchandise divisions with three awards of 
equal rank presented in each division. All cosmetics were con- 
fined into one division, toilet goods and drug sundries in another 
and notions in a third. The other divisions were ready-to-wear 
and adornments, confectionery and food products, hardware and 
household products, stationery and toys, games, books, special 
Within each of the 
nine divisions an award was presented for greatest counter dis- 


holiday goods, novelties and miscellaneous. 


play value, best use of materials and greatest’ merchandising 
value gained from packaging design. 

In the cosmetics group, awards were presented to the A. A. 
Vantine Products Corp. for its American Way powder box, to 
A. Sartorius & Co., Inc. for its Waxy Protector nail polish and 
remover and to Ohio Cosmetics Co. for its Pledge nail acces- 
sories. In the toilet goods and drug sundries classification, 
Personal Products Corp. won an award for its Meds Tampons 
package, F. W. Fitch Co. for its wave set container and Dora 
May Co., Inc., for its Dora May puffs. 


awards were given to DeLong Hook & Eye Co. for its DeLong 


In the notions group, 


bob pins, to Chicago Printed String Co. for its Crinkle-Tie and 
to Scolding Locks Corp. for its Beauty Maid bob pins with 
purse container. In the ready-to-wear and adornments group, 
Wonderfit shoe trees for men, product of Edward Katzinger Co., 
won an award and the Glastik belts of M. Slifka & Sons were 
honored. In the confectionery and food products category, the 
chocolate egg package of Rockwood & Co. was given an award 
as was the Suchard’s Vima line, products of Wilbur-Suchard 
Chocolate Co. In the hardware and household products group, 
awards were presented to Auburn Rubber Corp. for its kitchen 
spatula unit, to O-Cedar Corp. for its Moth-Away cone and to 
SafeWay Laboratories for its SafeWay brush top spot remover. 
Honorable mention was given the Veeco Jiffy glass cleaner, 
product of American Products Co. In the stationery and toys 
classification, an award was given to Hobby Model Mfg. Co. for 
its Lockheed Lode Star unit, to Auburn Rubber Corp. for its 
Fix Fast rubber cement package and its play hatchet and play 
hammer units. Honorable mention was accorded the Carter’s 
Ink Company’s American blue ink. In the special holiday goods 
group, awards were presented the Cannon Mills for its towel gift 
package, to Pickwick Cosmetic Corp. for its lace metal basket 
and to Garb-O-Beauty, Inc., for its gift bath salts unit. In the 
novelties and miscellaneous classification, K-M smoking pipe in 
a sanitary pack, product of Lee J. Morris, was awarded a prize, 
the miniature perfume units of the Hirsch Laboratories, Inc. 
likewise won a prize and Hewett P. Mulford & Co. received 
recognition for its flower bulb packages. 
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LUSTEROID rigid cellulose tubes and vials are 
easy to fill. They can be used on practically all 
filling machines, making their adoption practicable 
and causing few interruptions or changes in your 


present production. 


LUSTEROID packages have many other advan- 


tages. They are extremely light in weight and un- 
breakable—making for savings in packing and ship- 
ping. They come in all colors and are labelled in- 


tegrally with the package itself, cutting many label- 
ling costs and assuring continuity of identification. 
They come in a complete range of sizes for both 


sample and sale packaging. 


A note or phone call will bring an answer to 
your packaging problem. 


LUSTEROID CONTAINER C0., INC. 


Formerly Lusteroid Division of The Sillcocks-Miller Company 


10 Parker Avenue, West 
SOUTH ORANGE, NEW JERSEY 
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How G-E promotes bulb 
displays 


(Continued from page 77) 


During the past five or ten years there have been many 
decided changes in the retailing of Mazda lamps. No 
longer does most of the business go through the electri- 
cal and hardware dealers, although they are still impor- 
tant outlets. But, in addition, the variety chain, the 
drug chain, the grocery chain as well as independent 
drug and grocery and all sorts of other outlets are to- 
day interested in merchandising light bulbs. With 
more than 100,000 retail outlets, the company has found 
it increasingly important to make careful studies as an 
aid in determining the quantity, quality, size, etc., of 
displays designed to go to these various types of retail 
outlets. True, many of these outlets can not make 
advantageous use of any window display material. The 
super markets, for example, can of course not use card- 
board cutouts. All of these things must be taken into 
consideration and G-E feels that it is doing a fairly 
creditable job in, during the course of a year’s time, fur- 
nishing some sort of window display material to some 
80,000 of its retail outlets. 

For the past number of years, the display program 
has been on a calendar year basis. However, starting 
in September of 1940, this has been changed so as to 
better adapt itself to the bulb merchandising year. In 
September, the bulb business seems to take a new lease 
life. 
gradually lengthen, Daylight Saving Time comes to an 
end, people spend more time indoors and bulb sales be- 
gin to climb again after their mild summer slump. On 
through the fall and winter months do these sales of 
light bulbs roll merrily along. 


on Vacations are over, school begins, nights 


As spring draws to a 
close and summer begins, sales again slow up, the hard- 
ware dealer displays garden tools and lawn supplies in 
his windows and displays of seasonal merchandise cut 
in on lamp displays. So it was felt that a logical dis- 
play year for lamps might well be one which would 
start in September and end in June, insofar as major 
display mailings are concerned. The 1940-41 display 
service is the first one built upon this particular idea. 

General Electric breaks down its display program 
into four main headings: 

Deluxe display service is subscribed to by between 
8,000 and 9,000 of the company’s lamp agents. Mail- 
ings of major display material are scheduled for Sep- 


tember, October, November, January, February, 


HA, Since nearly everyone is intrigued by cartoons and comic 
strips, General Electric sponsors this series of comic window 
posters, each measuring 10'/, in. by 15in. and gummed for easy at- 
tachment to the window. Created by The Forbes Lithograph 
Co. 1%. General Electric has long utilized full-sized floor stands 
featuring attractive women. This particular merchandiser pre- 
sents Maxine of the company’s ‘‘Hour of Charm’’ radio program 
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Your package will be really tight against the rigors 
of modern merchandising and old-fashioned weather hazards 
if it's made with a Star adhesive. adhesives stick 
under the most difficult conditions of rough 


handling, rain, wind, dampness, refrigeration, and so on. 


And there’s a Star adhesive for every packaging purpose. 
Whether you need a label gum, a case-sealing glue, a set- 
up box adhesive or any of a hundred other types of 
packaging adhesives, there's a Star formula ready-made for 
your need. And more, Bingham Brothers’ laboratory is at 
your service to search out whatever special formulae you 
may need. 






The STAR line includes: 


BINGHAM BROTHERS COMPANY 


FOUNDED 1849 
AN ADHESIVE FOR EVERY NEED 


New York, N. Y. Philadelphia, Pa. 
406 Pearl St. 521 Cherry St. 
Rochester, N. Y. Baltimore, Md. 
980 Hudson Ave. 131 Colvin St. 
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Merchandise, legibly marked for ~~ ~~ sone 
uantity, etc-, is instantly available. Rope | 
por a with Markem Machines, boxes, a — 
merchandise itself, get more quickly = p oan 
mers’ hands... StoP them from — y a 
‘og their minds ..-- thinking of somet e oy 
po elsewhere --- hurdle the hazards of su 
_ clerks and out-of-stock alibis. 















vinsage Pca geiend ON BOX ENDS. Saves 
— al els, Paste and labor. New, quick 
= gt elements fill in all variables 
sale ing for labels. No delayed shipments. 
iin tee Reduces box i 
bre " S a bench model for your packing 


Ask about Model BP 















PRINTS DIRECTLY ON BIG FIBRE CARTONS 
AND BOXES in difficult-to-get-at ae 
s : : seal 
care of all variable information. 
ee head for two operators where greater 
i acity is needed. Goose neck gee 
saan insertion of large containers. Sturdy 


construction for heavy duty. 













Ask about Model L 







PRINTS BOXES, LABELS AND BOX COVERS. 
Shallow or deep covers, on or off boxes. 


Boxes 
with or without contents. ‘ 


Labels, loose or at- 
tached. Fast and satisfactory for variable, fill-in 


details. Patented type head allows quick change 
of insertable type. Work is of good job press 
quality. Almost an all-purpose printer. 


Ask about Model KD 


PRINTS, PERFORATES AND REWINDS “ose 
of blank paper, gummed or ungummed, ora oe 

fabric (silk, cotton, etc.) automatically. ; e- 
livers compact, rewound roll of labels, etc., for im- 
mediate use OF for stock. Will also feed, print, 
cut off and stack fabric and paper labels at about 
Stops at predetermined count. 


Ask about Model 125 





















125 per minute. 








MARKEM MACHINE COMPANY 


INDUSTRIAL MARKING HEADQUARTERS 
MARKING ‘tari mocnrinc MACHINES 


For IDENTIFICATION * APPEARANCE ° INSTRUCTION upon 


METAL © PLASTIC * GLASS * HARD RUBBER 
WOOD « FIBRE » LEATHER FABRIC 


PRODUCTS * PARTS * CONTAINERS 


40 Emerald Street aabia Nev Hampshire 








March, April and June. This deluxe service costs the 
subscriber $2.25—less than ?/;¢ a day—and is intended 
for the more aggressive retail outlets located in the pre- 
ferred sections of good shopping areas. The $2.25 cost 
just about covers the distribution charges for the ma- 
terial itself. However, it is felt that this charge, while 
but nominal, does make the subscriber more interested 
in the material and in using it effectively. Knowing 
that this would probably be more wisely used, G-E 
naturally feels more justified in providing more and 
better material. 

Master display service consists of much of the ma- 
terial used in the deluxe service with the omission of the 
November and April packages and with a smaller as- 
sortment of material in some of the other packages. 
The subscriber’s cost for this master service for 1940-41 
is $1.45, which again just about covers the cost of send- 
ing this material out. This master service is for good 
agents who are located in good shopping areas but who 
are perhaps not as large, as aggressive or as well located 
as are deluxe subscribers. Something over 15,000 
agents are listed as subscribing to this master service. 

Chain store display packages are essentially the same 
as some of the deluxe and master packages but especially 
selected for the type of outlet. For example, experience 
has shown that it is desirable to have these displays 
sent out only at certain times in order to tie in with 
planned electrical or housewares windows, sizes should 
preferably be kept down to certain limits, ete. Fewer 
mailings of these are made, but they are considered to 
be of major importance because they are used in stores 
located in the very best of shopping areas and where 
there is a tremendous amount of pedestrian traffic. 

Small, inexpensive packages designed for the thou- 
sands of small retailers. These perhaps consist of but a 
small cutout and bulb basket or a 14-in. by 22-in. display 
card and a novel bulb holder, etc. Sent out free of 
charge, it is the thought that practically every company 
lamp agent having a window for display and willing to 
use this display material should receive one, or possibly 
two, such display packages during the course of a year. 

To meet special situations or conditions, it sometimes 
becomes necessary to develop special packages of ma- 
terial. In the interests of economy and of simplified 
operation, the preparation of such packages is curtailed 
as much as possible. By and large, the four basic dis- 
play set-ups briefly described adequately take care of 
the great majority of lamp agents having window dis- 
plays. It is endeavored to keep the display program 
flexible enough so as to permit changes in quantities or 
types of material when advisable. Due to the great in- 
crease in the number of retail outlets in recent years it 
has been necessary to find ways and means of producing 
more and more low-cost displays as*the display appro- 
priation has remained about the same. 


Selection of Displays 


In looking at the company’s lamp display program, you 
are looking at not merely six or eight finished displays 





which constitute the year’s service, but, rather, at the 
final results of many months of work, at displays designed 
and selected for specific reasons, at results obtained 
after making virtually hundreds of sketches, at costly 
paintings or drawings produced by some of the out- 
standing artists of the country, at displays which have 
been selected not by one person or by a small group of 
persons, but selected by careful pre-testing methods 
using scores upon scores of people representing a cross- 
section of the buying public. 

Spending many hundreds of thousands of dollars a 
year in magazine and radio advertising, it is believed 
that an essentially “common story” should be told in 
all its forms of advertising. Quality, price, theme, etc., 
are all determined upon by company executives and 
advertising agencies and things are then ready to start. 

A limited number of display producers—selected be- 
cause of their many years of helpful and satisfactory 
cooperation in developing display ideas—are called in 
and told of the tentative plans for the following year. 
They are requested to consider these ideas, to carefully 
study the company’s current advertising. These dis- 
play specialists are then asked to concentrate on getting 
out rough display sketches on the ideas under discus- 
sion. The company’s display specialists likewise con- 
tribute their suggestions which are impartially turned 
over to the display producers for further refinement and 
development. 

During the weeks that follow, sketches by the score 
are developed and are worked over by the display pro- 
ducers and their organizations. These ideas, still in 
their rough form, are then submitted to us for our con- 
sideration and that of G-EK Lamp Department’s two 
advertising agencies. Then it is that display ideas by 
the score are ruthlessly cast aside, some few of the ideas 
are accepted and some new ideas are born. Back to 
their drawing boards go the ideas, far fewer in number, 
for revisions and for further development. During all 
this time, no barriers are put up to keep other display 
producers out of the picture as it is fully realized that 
no one person or group of persons has a monopoly on 
good display ideas. Any and all display ideas are wel- 
comed although, all things being equal, G-E’s estab- 
lished sources are given preference. Years of experi- 
ence have proved that ideas coming in from those who 
are not intimately acquainted with our lamp merchan- 
dising problems usually do not get to the proverbial 
“first base.” 

As time goes on, back come the revised sketches still 
in small size, but in more finished form and with blank 
construction dummies if such will be of help in the pres- 
entation of the display ideas. This time they are 
scrutinized all the more carefully by G-E and its 
advertising agencies with special attention being given 
to the selection of art work and copy which could be 
used in telling a powerful story for both displays and 
magazine advertising. After this second “weeding-out 
process,” finished sketches in full size and color and for 
but a limited number of displays, believed to be out- 
standing, are requested. 
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Finally, after many months of preparation and after 
much revision, the more or less finished displays are 
submitted for pre-testing. There are perhaps only 20 
or 25 displays, but each represents the results of weeks 
and weeks of painstaking developmental work. Most 
of these revised displays are quile carefully worked out 
as to size, color, etc. In some cases, photostatic en- 
largements of paintings may be made so as to present 
the displays in the actual size in which they would 
normally appear. All in all, these “preferred” displays 
present a very attractive appearance and quite com- 
parable in their appearance as if they were actually 
used in dealers’ windows. 

The final pre-testing then begins. The selected dis- 
plays are numbered and set up about a large room in 
the company’s Institute, a showplace and demonstra- 
tion building visited annually by thousands of people 
who are all urged to assist in this pre-testing. This pre- 
testing usually covers a period of about two weeks. 
This is a sufficient length of time to permit several hun- 
dred people to pass judgment upon the displays. 

Kach person viewing the displays is given a pencil 
and a mimeographed form similar to the one reproduced 
on page 104. 

The different groupings may refer to different types 
of displays such as “pretty girls,” “cartoons,” “prod- 
uct,” “novelty construction,” ete. Each display in 
each group of course carries a large, legible number. 
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shatterproof 
CELLUPLASTIC 


CONTAINERS 


Often, the person viewing the displays is requested to 
mark down the first and second choices out of all the 
displays being shown as well as group preferences. 

To encourage the outsiders to participate in such a 
pre-lesting procedure, a drawing for a pin-it-up lamp is 
often conducted at the conclusion of the affair and after 
the people have listened to the lighting talk and seen 
the demonstrations which they came to see. This 


judging procedure is extremely interesting as well as 


often enlightening. 

After all the hundreds of gradings have been studied 
and tabulated, the task of making final selections must 
be faced and this is no easy task. Not only must the 
display “preferences” be taken into consideration, but 
display costs, type of art, form of sales appeal and a 
myriad of other things essential in developing a well- 
rounded display program must be considered. 

In building a display service, we have always en- 
deavored to provide a carefully planned, well-balanced 
series of displays. In the 1940-41 deluxe service, for 
instance, you will find a beautiful oil painting of school 
children for September, a life-size girl merchandiser for 
October, a series of interesting and unusual recipe bulb 
holder cards for November, a smile-provoking Donald 
Duck humorous display for January. It is by such a 
careful selection that a freshness and an appeal is main- 
tained which, somehow or other, makes the sales force 
feel that each year’s service is a bit better than the ser- 
vice for the preceding year. 


Packages do help or hinder the sale of their 
contents. Packaging history has proven that . 

and proven also, that the most modern containers 
in beauty, durability and 
convenience that money can 
buy 


are 





They travel safer in production lines; are more con- 
venient for ‘‘pocket-or-purse’’ products, and are 
made in avy color. All labeling matter can be proc- 
essed direct on containers. See Celluplastics and 
you'll see their Salespower! 


Send for Samples—SEE for yourself 


CELLUPLASTIC CORPORATION 


@ SEAMLESS—SHATTERPROOF @ 
80% lighter than glass 


—and unlimited color choice — 


formerly Hygienic Tube & Container Corporation 
EXECUTIVE OFFICES AND FACTORY: 46 AVENUE L, NEWARK, N. J. 
N.Y. Display Offices: 626 Fifth Avenue, Tel. Cl. 6-2425 


CELLUPLASTICS 





FEBRUARY °¢ 1941 1033 




















* 


to buy bulbs. 


Here’s What to Do: 


groups (A, B, C, D and FE). 





HELP US SELECT THE DISPLAYS OF TOMORROW 


It will take but a few minutes of your time and we'll greatly appreciate your help. Thank you! 


G-E is now selecting the G-E Mazda lamp window and store displays its dealers will use during the next 
year. After having eliminated scores and scores of displays, the displays in this room are still in the running. 
All are believed to be good, but you are invited to tell which ones you think would be best in reminding you 


Just imagine that you were going along the street and saw these displays in dealers’ stores. Walk 
casually past these .various displays—please don’t spend much time trying to study them-——and then mark 
down the numbers of the ones in each group which would be most apt to attract your attention and remind 
you to purchase G-E Mazda lamps. Please designate your First and Second choice in each of the five different 


* 





Typical consumer testing instruction blank and ballot as used at the G-E Institute. Visitors to the Nela Park 
laboratories—coming from all states of the Union—provide a typical cross-section of the bulk buying public. 


Selling the Program 


Three steps are taken by the company in selling its 
Mazda lamp display program once it has been created. 

(a) Selling the company salesmen: This is, of 
course, the first step and the real foundation of the en- 
tire selling scheme. In order to sell the service to our 
distributors and retail outlets, the G-E organization 
must of course first be sold itself. A complete story of 
the program, details as to displays, costs, plans for dis- 
tribution, etc., is prepared and sent out to the various 
field forces. 

Fortunately, several of the Lamp Department’s 
seventeen Sales Divisions are within a reasonable 
traveling distance from the Cleveland headquarters. 
These nearby Divisions are visited and presented with 
an advance showing of the new displays (these are 
usually hand colored, full size, photostatic copies) and 
are given a talk completely outlining the display plans 
and program. 

(6) Selling the distributor: This is also important 
for, in our set-up, practically all of the contact with re- 
tail outlets is done by the jobber salesmen. In many 
cases, jobber executives are invited to attend the meet- 
ings held with Sales Divisions. In other cases, the dis- 
play story is told to the distributor by the salesmen 
prior to the mailing out of the display book. 

(c) Selling the prospective subscriber: This is 
largely done by means of a display broadside or manual 
which pictures and describes the various displays. 
These are usually mailed direct to-the prospect with 
instructions to place orders through their G-E lamp 
distributor. Catalog sheets for jobber salesmen’s 
catalogs are furnished. 

The display manual, just referred to, is something 
which is considered to be of considerable importance 
and is sent to all prospective display service subscribers 


at the start of a campaign. As the book is opened, one 
finds the story of the new September to September 
plan, the story of G-E’s pre-testing, the importance of 
the magazine-display tie-in, a reference to the “new 
features,” and a description of a new window display 
record which has been incorporated into the Manual. 
This new window display record permits the dealer to 
plan window displays in advance and also enables him 
to keep a record of items displayed each week in his 
window for the entire display year. 

Then follows the picturization and description of all 
the displays, illustrations of the magazine tie-in ads, a 
full page of simple window display suggestions and bulb 
arrangements, a page of suggestions showing how to 
arrange an effective, sales-pulling counter display of 
lamps and then come two pages picturing and describing 
the various merchandising units which G-E has avail- 
able for its agents. 

An order card is included with each Manual. A 
definite effort is always made to have a concerted selling 
campaign on the display services. Such a drive is 
supposed to last a month to six weeks but orders con- 
tinue to drift in Jong after the end of this period. — Inci- 
dentally, a subscriber placing his order in December for 
the deluxe service would automatically receive the back 
displays for September, October and November. 


The Use of Displays 


Surveys have indicated that 80 per cent or more of our 
light bulb display material is actually used by sub- 
scribers receiving it. Surveys also seem to indicate 
that the average use of a display is from two to three 
weeks, not necessarily continuous. When we realize 
the immense amount of display material received by the 
average hardware dealer, for example, we consider our- 
selves most fortunate that our displays are so well liked 
that they are so extensively used. The company has 
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No. AW-2 WAXING MACHINE 















Machtwe 
One of our several types of waxing units used 
in many production plants at home and abroad. 
Produces either wet or dry wax paper or light 
weight board. Perfect controls for temperature, 


degree of application, accurate rewind and a 


superior product. In writing refer to No. AW-2. 


HUDSON -SHARP 


MACHINE CO+>GREEN BAY* WIS 





TABLET MACHINE | 


ENTIRELY NEW 


SPECIFICATIONS 


Capacity per 
350 to 750 tablets 
Maximum depth cell,7/s” 
Recommended for sizes 
for single punch opera- 
tion, 3/3” to 1” 


Power required, 3 H.P. 


Floor Space, 31” x 42” 
x 67” 


Net Weight, 2300 Ibs. 


Gross Weight Crated, 
2480 lbs. 


Boxed for Export, 47” x 
37” x 63” high 

Rotary Head Drive through worm gear with Timken Roller Bearings. 
Variable Speed Motor Drive built in Unit. 

Entire Machine equipped with Anti-Friction Bearings. 

Overload Safety Device adjustable for various pressures. 

Machine totally inclosed and protected from dust. 


ARTHUR COLTON COMPANY 


2602 EAST JEFFERSON AVE., DETROIT, MICHIGAN, U.S. A. 
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Twenty-five Punch Head | 
minute, | 





DOES YOUR PACKAGE OR 
YOUR PRODUCT REQUIRE 
A SPECIAL ADHESIVE? 


@ A UPACO chemist will find it 


for you. 
He'll create a formula to your needs and do it 
quickly and efficiently. Or, he will show 


you how to adapt a standard formula to your 


requirements. 


@ In any case, you'll get an adhesive to do 
the job and do it well. An adhesive that will 
be economical to use and thet will adhere 


under the conditions you've set. 


= and 


the best is none too good for your package! 


lt costs no more to have the best 


i ited. 


PASTE CO. 


1605 HYDE PARK AVE., HYDE PARK, MASS. 














never used a paid window installation service but it 
does believe in doing a number of things to help insure 
effective use of its display material. 

Insofar as packages of material going to variety chain 
stores are concerned, these are sent out so as to tie in 
with scheduled display and promotional activities, and 
home office bulletins, from chain store headquarters, 
usually go out calling attention to the fact that a pack- 
age of material is on the way and should be used. 

Starting in January of 1941, a new plan was started 
for deluxe and master service subscribers. To help in 
planning lamp windows, a post card notification service 
was started. About a week before the subscriber is 
scheduled to receive the regular display package, he 
will receive a special notice reminding him that a new 
display will soon be on its way to him and giving an 
approximate date as to its arrival. There is no extra 
charge for this added feature. 





Planning where pennies count 
(Continued from page 39) 


at 15 cents. Here the use of staples was entirely 
eliminated by utilizing a larger piece of board ingeni- 
ously folded to provide a separate carrying wing for 
each of the two rubber soles and a carton-like box for 
the cement tube and scraper. A single piece of card- 
board, coated and printed on one side only, is required 
for this effort, the folding being so arranged that every 
exposed surface carries printing when the package is 
assembled. Nor were these the only economies in- 
volved. Package assembly actually requires four less 
hand operations than even the cheap Savet card. This 
produced a sizeable saving in production costs. 

In a slightly different field, the company has found 
simple carding the solution to merchandising problems. 
Two of the items manufactured are a play hammer and 
a play hatchet made to look like the real thing, but 
actually constructed of rubber and hence incapable of 
damaging either furniture or a child’s fellow playmate. 
The problem here hinged around the fact that the prod- 
uct was literally too realistic. It was essential that 
something be attached to the product to tell the pur- 
chaser that these were rubber toys and not the deadly 
things they seemed to be. Ingenious die-cutting and 
folding permitted the development of simple cards 
which can be inexpensively slipped over the hammer 
and hatchet handles to provide full identity and a de- 
tailed sales message for the toys. The use of attractive 
colors on these cards serve to enhance the appearance 
of the product as well. The real departure, however, 
is in the supplanting of previously used tags or flat 
cards with a construction which assumes a_three- 
dimensional depth in going over the toy handle. 

The same principle has been applied in the carding of 
another product, a kitchen spatula. Here again, the 
three-dimensional fold simplifies attachment to the 
card and increases display appeal. 





Simplified inhaler uses 
plastics 


(Continued from page 58) 


the inhaler is so designed that the consumer need re- 
move only a single closure prior to use. Special air 
vents are provided, permitting air to be drawn into and 
through the container when this one closure is removed. 
In this way, use has been greatly facilitated and the 
possibility of losing the second closure eliminated. 

To prevent catching or tearing in consumer pockets, 
the device has been given a streamlined bullet shape 
and to provide permanent identification, the necessary 
legend has been imprinted, by a special process, directly 
upon the slant walls of the base of the container and 
then covered with a clear lacquer. 

The closure with its thread molded integrally is 
seated upon a small rubber ring which provides a tight 
air-proof seal and re-seal. Once closed, the container’s 
sanitation is assured against pocket dust. dirt, ete. 

Another major feature of the new device is its re- 
fillability. The company markets the product in a 
dropper bottle, permitting the consumer to achieve the 
economies of volume purchase. To refill, it is but 
necessary for the consumer to remove the nose piece 
and to apply a drop or two of the Navap liquid to the 
cotton wad within. 

Credits: Containers molded by Owens-Illinois Glass 
Co. Urea material supplied by the Bakelite Corp. 
Containers imprinted on machines supplied by Markem 
Machine Co. 





Progress in vegetable 


packaging 
(Continued from page 33) 


crate of carrots. The function of the tops seems to be 
to apprise the buyer of the youth and freshness of the 
product as distinguished from stored carrots that are 
sold with tops removed. 
“Shall [ take off the tops?” And under the counter 
they go—added nuisance and cost until they reach the 
dump. Moreover, carrot tops are good feed for cattle 
and there are dairies in California as well as in the East. 
So one company has devised and placed in operation a 
machine for packing the carrots of one bunch, with 
tops removed, in a bag of water-resistant parchment. 
Parallel with this development is the use of a field 
machine that removes the tops, lifts the carrots and 
delivers both to containers or trucks. 


Grocer says (or gestures) 


Another con- 
cern has been using bags of rubber hydrochloride 
sheeting, heat sealed over topped carrots. Substantial 
sales success is reported in this instance. 
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13th & Callowhill Streets 


LACQUER 
VARNISH and GUM 
and WAX COATING for 


Labels 
Wraps 
Posters 
Displays 
and other printed matter 


Boxmakers, printers, as well as pack- 
age users come to Lowery and 
Schwartz for a superior paper coating 
service. Lowery and Schwartz have 
the efficient, specialized machinery, 
the long experience, and the skill 
that assures high quality, prompt de- 
livery and low cost. 


LOWERY «SCHWARTZ 


20 Van Dam St., New York City 
CAnal 6-7703 
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ELECTRIC-EYE MEANS CONSTANT VIGILANCE 


COMPLETELY ELIMINATING 
THE HUMAN EQUATION AND AFFORD- 
ING MORE DEPENDABLE ACCURACIES 
IN “SPOT SHEETING’ WORK THAN 
WHEN HUMANLY CONTROLLED 


BECK Automatic SHEETERS 
with ELECTRIC-EYE Controlled 
DIFFERENTIAL & Automatic 
Lowering Table SHEET PILER 


are now the accepted standard in sheeting 
equipment, and are both recognized and en- 
dorsed as such and used by many of the largest 
packaging, printing and converting houses 
throughout the country. To those concerns 
who are seeking a really dependable media for 
“spot sheeting’’ work we offer the combined 
services of our engineering and research staffs, in 
solving the most difficult of your sheeting 
problems. 


Send for Data Today 


CHARLES BECK MACHINE COMPANY 


Philadelphia, Pa. 


Double the Production 


Br PROFIT! 

<i eg : 

i . j 
‘ . .. because no more plant 
' space was required... 

WHEN you can double production without doubling 

overhead, profit increases almost 150%. That’s what 
this New York State biscuit company* discovered after 
installing Lamson Conveyors. Production from the same 
floor space and personnel doubled overnight . . . because all 
wasteful and time-consuming lifting, trucking and cross- 
handling were eliminated. 
Lamson Conveyors reduce costs and increase production 
by a smoothly-joined sequence of process and moving op- 
erations...a sequence that is planned 


not only for today’s production, but 
for tomorrow’s growth as well. Turn 


to the classified section of your tele- | ] 
phone book for the name of the resi- 
dent Lamson field engineer who'll d N 


consult with you on your handling 
problems without cost. Or tear out 
and maii the coupon now. 

*Name and address on request 








Convevors 


LAMSON CORPORATION 
702 Lamson Street 
Syracuse, N. Y. 
Without cost or obligation, kindly send me information regarding 
the application of LAMSON CONVEYORS to the 








industry. 

Name..... . >. ee 
Company... si cdnbeidekesa-nh : bas 
re di cai ania NS oon 0s00 , 














Consumer Packaging of Potatoes 

“Why can’t I get decent potatoes? Ive tried store 
after store.” This has been the wail of countless house- 
wives countrywide but the situation improves. There 
are several reasons. Because it is getting harder and 
harder to sell bad potatoes, growers must produce better 
ones and they are actually doing it. Then, the con- 
sumer package seems to have come to stay. 

A survey by Dr. Paul J. Findlen, cited below, re- 
vealed that 30 per cent of the potatoes in retail stores in 
upstate New York cities in the winter of 1938-1939 
Forty-three New York 
dealers, from Utica westward, packed potatoes in con- 
sumer bags. 

The man who will take the trouble, accept the risk 
and meet the costs that are involved in putting up 
potatoes in 10- or 15-lb. bags for the convenience of 
Mrs. Homemaker is likely to put up good potatoes—in 
fact, he cannot afford not to do that. So the lady finds 
the bag is not only convenient but it is also the badge of 
quality. She can judge for herself and then she can 
get some more of what she likes by looking for the label. 

That quality goods go with consumer packing is 
evident in the report of studies by Dr. Findlen* who 
made a comprehensive and carefully analyzed survey 
of potatoes in 2,205 retail stores in cities of upstate 
New York. He found about 11 per cent of grade de- 
fects in bulk potatoes and approximately 4 per cent in 
packaged potatoes. 

The forward march of consumer packaging for po- 
tatoes probably stems primarily from the experience 
of the housewife, which has demonstrated to her own 
satisfaction that she gets better potatoes in this way. 
The potatoes are better protected from bruising, from 
greening by exposure to light and from evaporation 
which results in shrivelling. Consumer packs are 
popular with the retailer because they eliminate sorting 
and waste, labor of handling and the cost of bags in the 
store. They are well adapted for self service and lend 
themselves well to display. The producer or packer is 
naturally interested in carrying his trade mark through 
to the consumer. 

His cost problem is still a serious one. Data on the 
difference in retail selling prices of potatoes offered in 
bulk and in small bags and particularly on the differ- 
ence in prices realized by growers or shippers seems to 
be more or less conflicting and there is considerable 
question whether the extra prices realized are sufficient 
to cover the extra costs. On the other hand, accept- 
ance of the new method is based no less upon de- 
creased sales resistance and increased volume as upon 
actual price figures. 


were in consumer containers. 


Paper Bags Paramount 


It is safe to say that 95 per cent of the consumer pack- 
aged potatoes are moving in 2- or 3-ply paper bags: 
Dr. Findlen figures 97 per cent. Most of these bags 


_* Findlen, Paul J., Grade Quality of Potatoes Sold at Retail. N. Y. S. 
College of Agriculture (Cornell University, Ithaca, N. Y.), Department of 
Agricultural Economics Mimeo. 297, January, 1940. 





are designed for 15 lbs. although 10-lb. bags are popular 
in some cities, notably Cleveland. White is frequently 
dominant as the outside color, but it is not, by any 
means, universal. 

The solid paper bags present an excellent appearance 
in the store, afford first-class printing surface for label 
and sales promotion material, and also keep light from 
the potatoes—a rather important item. In addition, 
the cost of the paper bags is materially lower than that 
of net bags. 

Bags made of woven paper twine constitute the 
principal minority in materials. These are strong, in 
high degree moisture proof, and afford visibility for the 
product. Net bags were formerly objected to because 
they did not completely confine the dirt of the potatoes. 
However, this factor is pretty well out as most potatoes 
are either washed or brushed if they are to be packaged. 

Data are not at hand for a thorough discussion of 
specifications for bag making. Important elements 
here are the kind of paper stock that is used, its base 
weight, a measure of its strength—such as the Mullen 
test, some measure of its moisture resistance together 
with details of fabrication. 


Methods of Closure 


The commonest method of closing bags of potatoes is 
the use of a wire, twisted with a hand or machine tool 
about the gathered neck of the paper bag. This 
closure is effective enough if well done but it does not 
afford a satisfactory grip for carrying by the retail 
purchaser. It takes a fairly strong hand-grasp to hold 
a 15-lb. bag. 

Two methods of folding and stitching the top of the 
bag are in use. By one of these the top of the bag is 
folded in from four sides and a metal stitch is applied, 
passing through three of the folds. This makes it 
possible to insert four fingers underneath the fold, thus 
affording a good grip for carrying. The other method 
makes two parallel folds crosswise of the bag and a 
stitch is applied at each corner leaving opportunity for 
hand-hold in the middle. 
sent a neat appearance, involve some saving in paper 
stock for making the bags, and are more suitable for car 
and truck loading. 

These methods of closure do not permit opportunity 
to open the bag for examination and to reclose it. 
This, however, ought not to be necessary and ordinarily 


Both of these methods pre- 


is not required, for the consumer soon learns what 
quality to expect under a given brand. The disad- 
vantage may be more serious in the case of the whole- 
sale buyer but even here, opening of a few samples is 
sufficient. Some objection has been raised through 
failure occurring with these stitched closures. This, 
however, would seem to be easily solved by proper 
selection of stitching wire. Failure of paper under 
stitching does not seem likely if proper wire is used. 
One type of bag is available with a self-forming top 
which is said to favor uniform, even closure, rapid work 
and neat appearance. The question remains as to how 
the housewife carries a bag of potatoes after she has 
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bought it. 
them by the neck or handlewise, but that they carry 
them on the arm. A question like this, however, can- 
not be fully answered until the housewife becomes 
familiar with the stitched closures which afford a con- 
venient hand grip. 


Dr. Findlen says they do not try to carry 


Transport Problems 


Adoption of consumer packaging for potatoes has 
brought with it some serious transportation problems 
that are not yet fully solved. Paul S. Treiber of the 
Freight Container Bureau of the Assn. of American 
Railroads has published a report of a thorough-going 
survey on the transportation of Maine potatoes in 
paper bags. In a total of 221 cars in the season of 
1937-1938, an average of 142 bags per car were dam- 
aged. In 1938-1939, the average for 330 cars was 192 





bags per car suggesting that the situation may be 


growing worse rather than better. 

A car carries 2,400 to 2,800 15-lb. or peck bags. 
Thus the extent of damage is very substantial. The 
actual loss is serious while the dissatisfaction, annoy- 
ance and loss of good will are likely to amount to even 
more. Some shippers make a practice of including in 
each car a supply of extra bags for repacking damaged 
containers, but this is very much of a makeshift as a 
means of solving the problem. Part of the loss was 
traceable to loose ties or closures failing in some other 
way. Whatever form of closure is used, this is not a 
serious difficulty to overcome. 

A definite correlation was observed between methods 
of loading in the car and extent of damage. The report 
discusses in detail several methods of loading and as far 
as this factor is concerned, it is possible to keep losses 
within very narrow limits. 


Moisture Is the Villain 


Damage takes the form of the bursting of bags through- 
out the load, of rubbing of bags next to car walls or 
floors and staining or defacement of bags. The princi- 
pal factor that is concerned with damage is moisture. 
Moisture may be traceable to frozen or decayed tubers, 
but this is primarily a matter of proper sorting and 
management at the shipping point. The principal 
difficulty is due to evaporation from the potatoes and 
condensation within the bag or on car walls or ceiling. 

One does not naturally think of potatoes as “wet 
goods.” Grocers often call them “hardware” as dis- 
tinguished from more delicate products, such as lettuce 
and spinach. Nevertheless potatoes consist of about 
78 per cent water. Thus a carload of potatoes repre- 
sents 4,000 gal. of water which is 80 barrels or half a 
tank-carload. Moreover, this water is necessary for 
their high quality. If the moisture content of the 
potatoes falls materially, they shrivel and wrinkle and 
become unsalable. 

Mr. Treiber’s analysis of the moisture problem in 
transport of potatoes in paper bags is impressive. One 
of the first considerations to suggest itself would be 
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IN MODERN PACKAGING 


Recent surveys indicate that 
the consumer has become 


color conscious. We are told 


AG 


by those who should know 


(and statistics bear them 
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itself a powerful merchan- 
Morrill 


marshalled an imposing 


ae 


dising force. has 


we 


array of color in handy 


ay 







specimen books for your 


printing requirements. May 


a. 


we show you our colors? 


ues J : 


“Y yyy fff 


a 


eh eee 








maintaining low humidity in the car. This, however, is 
disposed of by a table which shows that an empty re- 
frigerator car at humidity of 90 per cent and tempera- 
ture of 45 deg. F. contains less than a pint of water. 
Maintaining high temperature in transit to keep the air 
dry has been suggested but this would only increase the 
capacity of the air to hold water and so would increase 
evaporation from the potatoes. 

The amount of moisture that is necessary to weaken 
paper bags is reported to be about 5.5 per cent of their 
“bone-dry” weight. This, on a car of 2,800 bags, 
would represent 4.6 gal. or 38 lbs. of water. Of course, 
the bags can absorb more moisture than this without 
damage provided they are not handled or severely 
jolted while wet. So, the problem seems to be parallel 
to the one faced in cold storage warehouses for pro- 
duce, where evaporation or dehydration is found to be 
excessive when there is material alternation between 
high and low temperatures. This situation results in 
alternate evaporation and condensation which will 
gradually pump the water out of the produce as vapor 
and release it in liquid form on the potatoes, on the 
bags, and about the car, thus, a temperature that is 
low and even is best. 

Other elements involved in damage in transit as well 
as in store handling may be grouped together as “rough 
handling.” This would include the shock of car move- 
ment by rail which results in settling of the load no 
matter how carefully it has been stowed and also, more 
or less shifting of bag against bag which may result in 
scuffing and scarring. Severe bumping of cars may 
even result in increased bursting of bags especially if 
the moisture in the car is high and the paper is softened. 

There is no escape from the necessity of careful 
I know of one truck driver who 
tossed bags of potatoes 15 or 20 ft. and let them land 
unassisted on the bottom of the truck. Even though 
bags may withstand such unwarranted shock, the po- 
tatoes are bound to be bruised and damaged. 


handling by men. 


Master Containers 


Most packaged shelf goods in the grocery store has 
travelled in a shipping or a master container. This 
dual packaging is not yet common in the handling of 
vegetables and fruits. Berries, it is true, have been 
doubly packaged for many decades. The practice is 
now also common with mushrooms and repacked 
tomatoes and is being explored with other vegetables. 
The master container problem with potatoes is a bit 
different, on the face of it something of a border line 
case. The need for a master container for 2- or 5-lb. 
bags of a commodity is almost obvious. Containers of 
30 to 100 Ibs. require no master container and very 
few packages of over 100 Ibs. are now handled at all. 
With the 15-lb. bags of potatoes, there is no insoluble 
problem about loading and handling them safely but 
the increase in man labor is material when the number 
of containers in a car is multiplied by 6?/; or 10 as com- 


pared with 100-lb. bags. Practically everyone grants 





the theoretical desirability of a master container for 
consumer bags of potatoes. As usual, the stumbling 
block is the cost. Against this, is to be balanced better 
protection of the bags against breakage and defacement, 
better protection of the contents against bruising, and 
much more convenient handling in loading and un- 
loading, storing and placing on display. Against the 
idea is the fact that some stores may not need as many 
as six bags at a time. This is, however, easily solved 
as a master container is very easily divided, much more 
so than in the case of the Los Angeles lettuce crate 
which carries usually 60 heads and hence is not easily 
divided. Another possibility is that a lighter and 
cheaper bag may be used if a shipping container is 
employed. J. W. Glenn of the Fred Schwab Com- 
mission Co. of Bakersfield, Calif., is strongly sold on the 
idea of packing 15-lb. paper bags in a rather light, 
sawed and nailed crate which is lined with paperboard. 
He figures that double-walled bags cost about 14 cents 
per 100 Ibs. of potatoes whereas the single-walled bags 
plus the crate cost 26 cents per hundred-weight or an 
increase of 12 cents. There is, furthermore, an in- 
crease of about 6 cents per hundred-weight due to the 
additional weight and car stripping involved in freight 
transportation. This amounts to about 3 cents per 15- 
lb. bag which impresses the trade as pretty heavy, in 
fact, too heavy. The advantages, however, are tangi- 
ble and time and experience only will tell whether the 
practice will survive. The chances are that, in one 
form or another, it will. 





Using color to sell white goods 
(Continued from page 70) 


to lose the strength of the design. The trade mark is 
reproduced on the end as well as on the top of the 
package to facilitate recognition when the boxes are 
stacked on shelves. 

The second or Pacific line utilizes three shades of 
brown with blue color notes on details and trade mark 
for the muslin grades and three shades of green with 
pink color notes and trade mark for the percale grades. 
Here again separate color printings for each shade 
have been utilized, by designer Arthur S. Allen, in 
preference to Benday shading in order to maintain 
color strength. 

The introduction of '/.-doz. packages of both sheets 
and pillow cases represents an innovation for Pacific 
Mills —one that is designed with the dealer particularly 
in mind. Tt is felt that the smaller packages will aid 
the dealer in making sales in '/s-doz. lots and will 
facilitate packing for delivery for such sales since the 
original shelf container can be used with a white paper 
overwrap in such cases. 

Credit: Designed by Arthur S. Allen. 
factured by Container Corp. of America. 
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HUMITUBE 


TRADE MARK REG. 


THE ORIGINAL READY-MADE, 
CRIMP BOTTOM POUCHES 


MADE OF 





ellophane 








“Cellophane” containers for 


such as candy, cigars, carded 
items, pocket knives, pens, 
pencils, nut meats, fish lures 
and hundreds of other items. 


HUMITUBE MFG. CO. 
Converters of 
**Cellophane” 

PEORIA, ILLINOIS 


Nationally known as the lead- | 
ing manufacturer of small | 


packaging light weight articles | 





Recreation 


Ox Relaxation 
Choose the Chelsea 


Here you will find everything to fur- 
ther your comfort and enjoyment— 
outside ocean-view rooms... sun 
deck . . . beautiful dining room at the 
ocean’s edge... superb cuisine... 
varied sports ... and entertainment. 
You'll like your fellow guests... and 
the delightfully friendly atmosphere 
of The Chelsea. 


Special Weekly Rates. 


RIGHT ON THE 
BOARDWALK 





C CIT 


JOEL HILLMAN «+ J. CHRISTIAN MYERS - JULIAN A HILLMAN 
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IN THE SPOTLIGHT 
OF POPULAR FAVOR 


do youh packages Mined upg? 


Look at your packages! Do they have the better appearance, 
the eye appeal that will sell most products easier, faster? Acme 
Colorstitch (stitching wire in all popular colors) provides this 
added sales advantage. It dresses up a carton easily, econom- 
ically—improving its appearance and sales appeal. 





Acme Colorstitch, available in all standard flat stapling wire 
sizes, will not chip or peel—may be used satisfactorily on all car- 
ton stitching equipment. Strong staples that stay tight are as- 
sured for the life of the carton. Acme Colorstitch is furnished 
in one piece, five- and ten-pound coils which speed up produc- 
tion and lower costs. Mail the coupon for a sample Colorstitch 
card—it may suggest ways of improving the appearance of your 


cartons—and your sales. 
ACME dilverdtitch a) 


A special galvanizing process makes this ay _| 
better stitching wire rust-resisting. Acme , F | 
Silverstitch assures greater economy and 
better appearance. Furnished in full-weight, 
continuous length five- and ten-pound coils, 
Silverstitch cuts reloading time 50%. Ac- 
curate temper, width and thickness assure 
more efficient production. Mail the coupon 
for a free sample. 


ACME STEEL COMPANY 


General Offices: 2843 Archer Ave., Chicago, I. 
Branches and Sales Offices in Principal Cities 








Acme Steel Company 

2843 Archer Ave., Chicago, III. 

[] Send a FREE 5-lb. coil of SILVERSTITCH, size.........+-- 
[_] Send a Colorstitch sample card 
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PSPECIFY MICHIGAN CARTONS 


Pick up a Michigan Carton, fold it, feel it... you'll realize then 
why leaders prefer them. Notice the smooth, clear surface. 
Here is the answer to sharp plate impressions...solids and 
screens that print clean, free from mottling and discoloration. 

Bend the board, snap it. Your fingers will tell you that this 
boxboard has a resilience, a built in strength that can take it. 

For sure protection, faithful reproduction of design Michi- 
gan Cartons can’t be beat. They’re backed by a complete pack- 
aging service, too. Like to know additional cash saving facts? 
Write or phone today. 


MICHIGAN CARTON CO. 


Battle Creek, Michigan 











OGrrs the way Beetle* packages work. They make 


people look at a product and say, “I want that—and I 
could use the package, too.” It happens over and over again 


—as hundreds of alert merchandisers have discovered to their 





profit. The Buzza Company, for example, turned thousands 
of casual passersby into purchasers of its Christmas cards 
through the use of gayly colored and charmingly designed 
card boxes. Customers bought not only because they liked 
the cards, but because they wanted to use the container—for 
jewelry, buttons, needle and thread—any num- 
ber of things! 

Beetle packages look expensive, cost amaz- 
ingly little. They can be molded quickly, easily 
and economically. They need no painting, dec- 
erating or “dressing,” as the brilliant, lustrous 


Beetle 


I can use that handsome 


plastic box, too.”” 


surface is a part of the material itself. If you want to give 
your product an irresistible sales appeal at low cost, put it in 
a package of Beetle. Our staff will gladly help you with de- 


signs and special information on molding costs and procedures. 


AMERICAN CYANAMID COMPANY 
Beetle Products Division 


34 ROCKEFELLER PLAZA + NEW YORK, N.Y. 
*Trademark of American Cyanamid Company applied to urea 


products manufactured by it. 








THE PLASTIC THAT'S ALL 
COLOR-IN ALL COLORS 
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